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Since Venard, Rintoul & McConnell, Inc. was organized in 1953, 





each year has shown a substantial gain over the previous year. 


VENARD, RINTOUL & McCONNELL, INC. 
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Now...pick an effect 


from more than 150 possibilities! 


Here’s the ultimate in convenience 

for selection and presentation of 

program effects—the all new RCA 

Special Effects System. Key cir- 

cuitry for each effect is contained 

in plug-in modules. Any ten effects 
may be pre-selected—simply plug ten mod- 
ules into the control panel. Each module has 
illuminated symbol showing the effect it will 
produce. Slide an effect out—slide another 
in—it’s just that easy. You get just the right 
effect to add that extra SELL to your pro- 
grams and commercials. 


See your RCA Broadcast 
Representative or write 
to RCA, Broadcast and 

TV Equipment, Dept. WD-278 


SIMPLIFIED CONTROL— Push-buttons put effects se- 
lection at your fingertips. Push the buttons below the 
illuminated symbol and you are ready to go “‘on-air.”’ 
Wipes and transitions are controlled by a standard 
fader lever for simple foolproof operation. 
UNLIMITED VARIETY —The complete complement of 
154 special effects includes wipes, split-screens, pic- 
ture insets, block, wedge, circular and multiple fre- 
quency patterns. In addition, the system will accept a 
keying signal from any camera source to produce a 
limitless variety of effects—inset letters, drawings, 
trademarks; self-keyed video insets, and traveling 
mattes. 

THE BEST EFFECTS WITH LESS EFFORT— Mix color 
and black-and-white. Enjoy exceptionally clean tran- 
sitions . . . the most exciting effects ever conceived! 
And get them with the least amount of effort possible. 


The Most Trusted Name in Television 


Bldg. 15-5, Camden, N.J. ® RADIO CORPORATION OF AMERICA 
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WJIM-TV ACHIEVES IMPRESSIVE GAINS 


IN METRO FLINT IN THE NEW MARCH ARB! 
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Monday through Friday 








Noon to 6pm 1 So. g Crowding second place! 








3pm to 6pm S]AN].O Definitely No.2...6 reporting! 
6pm to Midnight 13.0 Ahead of all Detroit stations! 
Saturday 












6pm to Midnight 16.5 Fist for cBs by 30%! 













10pm to Midnight @E&.& within .3 of being No. 1! 


Sunday 


10pm to Midnight QO, & Tied for first! 
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9am to Midnight 14. & A gain of 63% during the past year! 
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Dominant in Mid- Michigan for twelve years! 37th 
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( ASK YOUR BLAIR TV MAN 
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leweddingof) Enters Syndication 
For The First Time 


:Rohman| December 
'B. Smith Bride 


Gford Smith} CBS Films announces that 
in B. Smith | “December Bride,” the ideal 
s wedding of “crisp dialogue” - 
Enningham | and “smartly constructed sit- 
uations” (Variety), is now 
the Hollow | available to regional and 
local advertisers. 
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er Lewis, | tTiumphant engagement on 
” | the CBS Television Network, 
where she was a consistent 
favorite (a fast 32.2 average 
prime-time Nielsen rating). 
Her sponsors included Gen- 
’ eral Foods, Lever Brothers, 
a tents. Shulton Inc. 

7 Escorting the bride in 157 
r of the | hilarious half-hours are Verna 
d world | Felton, Dean Miller, Frances 
Rafferty and Harry Morgan. 
Guests include Rory Cal- 
former | houn, Fred MacMurray, Ed 
F General} Wynn, Mickey Rooney, Zsa 


= backto| Sponsors are invited. Rsvp 
Hes CBS FILMS (“...the best film 
s"@umnus of | programs for all stations”); 
ated from | offices in New York, Chicago, 
m laude | Los Angeles, Detroit, Atlanta, 


‘present | SanFrancisco,Dallas,Boston, 


and St. Louis. In Canada: 
S. W. Caldwell Ltd., Toronto. 
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Have you heard the news? 












































ONE 
SHOT 
TAKES 
ALL 
THREE 


LANSING 
JACKSON 






















A solid play in Michigan's Golden Triangle 
stakes you to a lively market—Lansing, 
Jackson and Battle Creek! WILX-TV cracks 
all three with a city-grade signal and scores 
big in a lush outstate area. 
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Operating with a 1,008 foot tower 
at 316,000 watts. Let this one 
outlet give you all three markets. 















Represented by 


VENARD, RINTOUL & McCONNEL, INC. 
THE GOLDEN TRIANGLE STATION 
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3° 


w 


of the country store—an exclusive 
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Homeowners view more often and longer than do renters, 
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Complete directory of companies producing commercials 
for television in the United States 
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new dimensions in late evening television | 
Originating from New York and San Francisco...11:15-12:45 Mon. thru Fri. 


PM spans the continent and brings to the “‘late nighter’’ a constant flow and interchange of enter- 
tainment, ideas and PEOPLE. PM concentrates on the deep excitement in people...their private 
views...their inner perspectives. As you will see—PM is fresh television at its powerful best. | 


PM EAST. The East show (11:15 pm-12:15 am) originates in New York City. Featured Star: Mike 
Wallace (warmer than you’ve known him—and still the most sure-footed man about television). With 
Joyce Davidson (beautiful, blonde Canadian entry to American television — smarter and sharper 
than any woman has a right to be). With her help, Mike probes the glitter of people who thrive in 
the city’s big lights, people from all shades of life. Each night Mike explores a different chunk of } 
human experience, which mixes the humor, guts and excitement of people in the big city. 





PM WEST. The West show (12:15 am-12:45 am) originates in San Francisco. It features Terrence 
O'Flaherty (TV Editor of the San Francisco Chronicle with vibrant intellect, vast knowledge — and a 
wide, flashing smile). He knows best how to bring out the lively music and humor of San Francisco's 
famous jazz spots and coffee houses. The tempo’s cool and relaxed—and with it comes deep | 
insight into the city and its people. 
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What is PM's element? People. How are they handled? With deftness, warmth and fun. AND...one 
at a time, not all together! Because PM likes to dig in deep. Its focus is tight, close-up... perceptive. 
An on-the-spot story emerges through a PM autobiography ...of a sudden news figure...a renowned 
artist...a controversial writer. You find you’ve gone beneath the surface image...liking it every 
quick step of the way. PM goes behind the front page of entertainment, too! Bringing out the 
budding folk singer — the newly schooled comedian... talent on the rise, with talent worth seeing, 
hearing and learning more about. Furthermore, PM pokes fun. PM is unpredictable... PM is free- 
swinging. AND, PM's not tied down to the studio. It ‘‘tapes’’ off in the pursuit of people in the 
unusual pursuit — while they're pursuing! Finds em, too! At the races...on the streets — wherever 
they may be! 


Who's behind PM? Top professional broadcast minds, who are alert to the growing needs of the 
ever more important ‘“‘late nighter’’ segment of the television audience—who have designed PM to 
spark their attention...arouse their curiosity— and keep it burning night after night. That’s why 
PM's elements are wide ranging—yet each is strong and compelling. And PM is produced by 
one of the best known producers, directors and program creators in broadcasting. Two-time 
Peabody Award winner BEN PARK. PM's chief writer is MARVIN DAVID. His background is studded 
with writing achievements in motion pictures, network television, radio and record albums and 
stage shows. All working personnel were chosen with the exact needs of the show in mind, even 
the show titles (designed by Saul Bass who did titles for ‘“80 Days Around the World,”’ ‘‘Man With 
The Golden Arm,” ‘‘Exodus,’’ and ‘‘Ben Hur’’). And here is where the “‘inside’’ power of PM lies. PM 
is planned in advance. Content is investigated and chosen with exploitation in mind. Scripts are 
written — and tailor-made for each individual program. All elements are tightly woven in...and 
standards are high! It comes out excitement. Excitement that’s planned to come night after night 
after night. PM is not a shot in the dark. It’s a light in the night. 


The important joy of discovery! After the show...talk begins. Because PM brings viewers inside. 
They discover for themselves. And they never know what will happen next. Be assured. PM plans 
to be the most talked about show in television... right from the start. 















MIKE WALLACE 
(PM EAST) Major TV award 
winner (Sherwood, Emmy, 
Hollywood Foreign Press 
Association)—he continues 
to be one of the few men in 
television to conduct full- 
length, thoughtful inter- 
views with people from the 
entire spectrum of society. 
On PM, he enjoys himself. 
He’s warmer—and as he 
puts it: ‘“‘more lovable.” 
We think you'll like the 
new-old Mike Wallace... 


JOYCE DAVIDSON 
(PM EAST) Canada's prime- 
time TV gal became a 200 proof 
legend in her own (very young) 
time. For this kitten-soft blonde 
is uncomfortably bright. She 
was enthusiastically spirited 
away by WBC to conquer a new 
world. And we're sure you'll 
agree...she will! She has a 
happy effect on Mike and 
guests. And has a built-in tend- 
ency to capitalize on it... 


TERRENCE O’FLAHERTY 
(PM WEST) Against his own 
advice—“‘TV columnists should 
not appear on TV”’ (directed to 
John Crosby) —the syndicated 
TV columnist for the San Fran 
cisco Chronicle joins PM West. 
And, why not? He is known, 
admired, revered, read and re- 
read throughout the West. He 
writes with fluidity, candor, 
grace and charm. And you'll 
find he talks the same way... 













that people would rather be entertained than distracted. WBC believes that people want late evening 
television worth waiting up for...television that doesn’t talk down, around and nowhere in particu- 
lar. PM’s got direction. It’s timely television with the earthy magnetism to attract and hold wide 
segments of viewers in every market it plays. And, very important... 


PM is built to sell. WBC believes in smart, effective commercial placement. On PM...commercials 
are built into the show. They never interrupt. Instead, they are spotlighted. Four showcases per 
hour (60-10-and 60 second spots in each). And no more. Yet...PM’s rate structure is no higher 
than current rates for films shown at the same time! 


PM EAST—PM WEST is not only the newest sight in the night... but, as well—the best buy in the 
night. Ask for rates and full details from WBC TV Stations — or call TvAR direct. 


= WESTINGHOUSE BROADCASTING COMPANY, INC. 
_—— WBZ, WBZ-TV, Boston + WJZ-TV, Baltimore + KDKA, KDOKA-TV, Pittsburgh + KYW, KYW-TV, 
Cleveland + WOWO, Fort Wayne + WIND, Chicago «+ KEX, Portiand, Ore. + KPIX, San Francisco (2) 


<= Represented by Television Advertising Representatives, Inc. =<. 
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Letter from the Publisher 
Brave New World 


June is the month of weddings and graduations. The weddings 
increase the ever-growing number of U. S. tv homes. The gradua- 
tions bring forth a new crop of college graduates, sheepskin in 
hand, ready for derring-do in the television industry. Industry as- 
sociations, network executives, station managers, personnel direc- 
tors are faced with giving articulate advice to those braver souls 
who have selected television as their future career, knowing that 
out of this year’s graduates may well come a Frank Stanton, a Bob 
Kintner or an Ollie Treyz. 

The first decision that has to be reached by the young man or 
woman is the segment of the industry into which he or she wishes 
to go. The background and aptitude for production, for example, 
are completely different than those needed for the business side. 
News is a highly specialized area in itself. Television may appear 
to be glamorous from the viewing side of the screen, and because it 
is such a powerful communications medium that reaches into 45 
million homes, it would appear to be a much larger business than it 
actually is from the standpoint of total number of employes in it. 
Therefore, what the job seeker must understand at the outset is that 
there is intense competition for the relatively few jobs available. 
The salaries, too, are not overly attractive in comparison with some 
of the other specialized areas such as engineering. 

All three networks have training programs. The basis of accept- 
ance is scholastic standing, college activities and special aptitudes. 
If the college graduate can get his boot training at a local television 
station, he can acquire a much broader background of the business 
in a shorter time than he can at the network level. 

One thing is certain: there is no surefire formula for getting a 
job in the television business. The graduate would be well advised 
to keep at it, since the job that wasn’t there today may open up 
tomorrow. (Out of the NBC guide staff have come many of the top 
executives in the business.) Those who achieve a solid footing on 
the first rung of the ladder will find television a fascinating, 
dynamic, expanding, ever-changing business. There is, however, no 
substitute for hard work, and if the young man is looking for a soft 
job, he would be well advised to seek a more sedentary field. 


Maker of History 

J. Harold Ryan, who died in Miami three weeks ago, confided one 
time that he would have liked to have been a professor of history. 
Without knowing it, in his own self-effacing way he helped make 
history in the broadcasting industry. As assistant director of censor- 
ship during World War II, he quickly mobilized a top-notch staff 
for the gargantuan job of screening all national and international 
broadcasts. In 1944 and 1945 he served as president of the NAB 
at a time when the association was at low ebb and faced with a 
muddled financial situation. In the early ’20s, with his brother-in- 
law, George B. Storer, he co-founded and helped build a company 
into one of the most successful broadcast entities in the nation. 
Harold Ryan was an individual of solid business judgment and 
great integrity, and he reinforced confidence in the American system 


of broadcasting. 


Cordially, 











LL SAY THIS... 


“WLW Television Stations have 
gone all out to sell RCA Victor Color 
TV sets in the grand tradition of the 
Crosley Broadcasting group .. . 
covering store fronts and home 
fronts to really mean business for 
RCA Victor. Advertisers have a pot 
of gold waiting for them at the end 
of the WLW Television Color 
rainbow!" 


@Q Grhn 


Raymond W. Saxon, Vice Pres. 
: Marketing 
RCA Sales Corporation 


Cail your 
WLW Representative . . . 
youtll be glad you did! 


WLW-!I 
Television 
ndionapoiis 
WLiw-c 
Television 
Columbus 


WLW-A 
Television 
Atlonto 
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Storer 


TELEVISION 
SALES INCORPORATED 





.--announcing a new television station 
representative, dedicated to the Storer concept 
of quality that has been a broadcasting 
byword for over thirty years. Offices in all 
principal advertising centers are ready 
to provide you with complete service for the 
five important Storer television stations. 


In your area call... 


In New York / Plaza 2-7600 

In Chicago /Central 6-9550 

In Detroit /873-2383 

In San Francisco / Yukon 1-8860 
In Los Angeles / Dunkirk 9-3138 
In Atlanta /875-8576 


Representing: 

WAGA-TV ATLANTA,WITE-TV MILWAUKEE, 
WJBK-TV DETROIT, WJW-TV CLEVELAND 
and WSPD-TV TOLEDO 














““And they bought 
WSBT-TV schedules 
and lived happily ever after !’’ 


Advertising people learn early that WSBT-TV produces story 
book results in the South Bend market. The latest Nielsen Sur- 
vey* shows why: in this 3-station market WSBT-TV has an 
average of 41% share of sets in use, sign-on to sign-off . . . car- 
ries 36 of the areas 50 most popular shows! It’s accomplished with 
a full schedule of CBS programs and popular local shows. 

WSBT-TV also covers the rich market of northern Indiana and 
southern Michigan. This 15-county area has a population of 
915,000; buying income of $1.7 billion. And right in the midst of 
it is the South Bend Metro Area with a per household income of 
$7987 . . . highest in Indiana!** Get complete market and cover- 
age details from your Raymer man or this station. 


* Feb 20-March 19, 1961 * * S.M.’s 1961 Survey of Buying Power 


WSBT-TV 


SOUTH BEND, INDIANA 


CBS Channel 22 
TELEVISION 


NETWORK ONE OF CBS' HIGHEST-RATED STATIONS 


Paul H. Raymer, Inc., National Representative 
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Off will come the 
jacket if the sun 
gets too warm. 


Prepared, adaptable... 


a Metropolitan 


personality.” 


METROPOLITAN 
BROADCASTING 


205 East 67th Street,New York 21,N.¥ 


TELEVISION STATIONS 
WNEW-TV New York, N.Y. 
WTTG Washington, D.C. 
KOVR Sacramento- 
Stockton, California 
WTVH Peoria, Illinois 
WTVP Decatur, Illinois 
RADIO STATIONS 
WNEW New York, N.Y. 
WHK Cleveland, Ohio 
WIP Philadelphia, Pa. 


A DIVISION OF METROMEDIA,INC 
other divisions are: 


Foster and Kleiser, Outdoor Advertising 
operating in Washington, Oregon, 
Arizona and California 

Worldwide Broadcasting, WRUL Radio 


LANVIN-CASTILLO, PARIS, PHOTO: PETER FINK 

















“In the TV medium, that in 10 years’ time has 





grown from a 57 million to a billion and a half 
4 dollar industry, the media director’s 
responsibility is ever broadening. Every facet of 


the industry must be covered. 


That’s why I, as Media Director at BBD&O, Inc. 
4 turn so often to Television Age. Here you can 
always be sure of finding an intelligent 
grasp of the tv picture—the labyrinth of facts 


sifted with a talented eye for making the 






most of the tv dollar.” 


HERBERT D. MANELOVEG 
Director of Media BBD&O, Inc. 









Television Age 


June 26, 1961, Television Age 











Household cleansers? Fine... but... ! 





Cleaning? Who cleans? 





Stoop and scour... Not with VANISH. 





Today’s modern housewife lives a life of ease. 
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FILM 
does the 
unusual... 


THE PROBLEM: How to show— 
visually and verbally —smartly 
and tastefully—just what a new 
and different household cleanser 
can do... show how and why 
VANISH obsoletes old ways and 
old ideas! 


THE ANSWER: A unique combina- 
tion of animation and live action 
together with precisely synchro- 
nized mattes! On film, of course! 
For film gives you the range of 
effects to make commercials excit- 
ing... arresting... the way you 
want them—and when! 


What's more, it's film alone that 
assures you the convenience, 
coverage and penetration that 
today’s total marketing requires. 


For more information, write 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


East Coast Division 
342 Madison Avenue 
New York 17, N. Y. 


Midwest Division 
130 East Randolph Drive 
Chicago 1, Ill. 


West Coast Division 
6706 Santa Monica Blvd. 
Hollywood 38, Calif. 


or W. J. German, Inc. 
Agents for the sale and distribution of 
Eastman Professional Films for motion 
pictures and television, Fort Lee, N. J., 

Chicago, Ill., Hollywood, Calif. 


ADVERTISER: 

Dracket Company—VANiSH 

ADVERTISING AGENCY: 
Young & Rubicam, Inc. 

PRODUCER: 
Transfilm-Caravel, Inc. 


Letters 
to the 
Editor 





Ratings Reprise 

A large buyer of television time 
called . . . “The Governor on Rat- 
ings” (Letter from the Publisher, Tv 
AGE, May 15) to my attention . . 

Frankly, your letter surprises me. 
Don’t you think it might pay you to 
dig deeper? I wonder how the broad- 
cast business would get along today 
if there were no ratings, particularly 
the sound ratings that are available 
from some of the rating organiza- 
tions. 

Epcar Kopak 
New York City 

(Editor's Note: The TELEVISION 
AGE editorial position over the years 
has been that ratings are a necessary 
buying tool, but that ratings should 
not be the only yardstick used. ) 


The Lincoln Image 

the article (“Building An 
TV AGE, May 29) .covering 
Lincoln Savings’ use of television 


Image,” 


specials is extremely well done and 

accurate, We appreciate the interest 

a magazine of the stature of TELE- 

VISION AGE has taken in KNXT’s and 
Lincoln Savings’ project. 

Ricuarp L, FouLcer 

Advertising Manager 

Lincoln Savings & Loan Association 

Los Angeles 


Yugoslav Tv 

... On a recent trip to Europe, | 
spent some time in Belgrade, Yugo- 
slavia, where I had an opportunity 
to talk with officials of their newly 
begun television industry. To my 
surprise, | found the Yugoslavs very 
interested in commercial tv, as an 
aid to their economy, which is just 
starting to get off the ground. As you 
probably know, Yugoslavia, though a 
Communist nation, is relatively quite 
friendly to the United States. What’s 
more, they are becoming increasing- 


ly receptive to free enterprise meth- 


ods. During our conversation, their 
tv people expressed a great desire 
for guidance by Americans in the 
development of their commercial tv 
structure. Pleased and stimulated by 
this unexpected opportunity to par- 
ticipate in the improvement of rela- 
tions between the United States and 
Yugoslavia, I assured them that I and 
my fellow ad men would be happy to 
help, primarily through a continuing 
correspondence, in which we would 
try to answer whatever questions 
they might raise. . . . 
FRED LOUNSBERRY 
Tv-Radio Department 
Campbell-Ewald Co. 
Detroit 
Image vs. Reality 
I think your story (“Image vs. 
Reality,” Tv ace, May 15) is one of 
the most comprehensive yet done on 
tape. 
GeorcE K. GouLp 
President 
NTA Telestudios, Ltd. 
New York City 


Brylicreem Jingle Origin 

On page 48 . . . (TV AGE, May 15) 

. . there is an ad in the “Advertis- 
ing Directory of Top Musical Com- 
mercials” which reproduces an ex- 
cerpt from the Brylcreem jingle 
“scored” by a well-known jingle firm. 

I will appreciate your publishing 
the following: 

The original Brylcreem jingle was 
written and produced in 1948, and 
has been in continuous use ever since, 
in this country and abroad, and is 
but one of an ever-increasing number 
of musical trademarks written and 
produced by the writer of this letter. 

JoHN ATHERTON 
Vice President, Musical Director 
Wilbur Streech Productions, Inc. 


New York City 


Agency Acknowledgment 

. . . I liked the piece (“Client's 
Dynamo,” Tv aGe, Apr. 17) . . . on 
Donahue and Coe. It is bright, clear, 

concise and to the point. . . 
WituiaM H.,. SCHNEIDER 
Executive Vice President 
Donahue & Coe 
New York City 
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Laughs all the way—250 of the very best from Groucho’s eleven- 
year network comedy hit, available in first-run syndication for} Et 
Fall starting dates e All-time audience winner—Groucho led his} fu 
network time period for more than 10 broadcast seasons with} fa 
an average audience share of 54.8 and this season is reaching} e' 
a national Nielsen total of 10,500,000 homes* e Profit-proven| at 
program—Performed for such first-rank advertisers as DeSoto, } St 
Plymouth, Pharmaceuticals, Inc., Toni, P. Lorillard, Block Drugs 

















stars—Bob Hope, Harpo Marx, 
Ernie Kovacs—everybody who Wam™m™ is anybody finds his way to 
fun with Groucho ¢ Personal k Salesmanship—The whole 
family goes for his leprechaun- ‘gy sharp wit and acrobatic 
eyes. Over the years Groucho has delivered average family 
audiences-per-minute of 22,312,000 e Pick your- 
| self a pace-setter for the coming season. For the 
secret word—“Success”—buy THE BEST OF GROUCHO. 
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BUY MAINE 
...in DEPTH! 


Why go “up to Maine” and not go all the 
way up? 
What's “way up”? Friend, pull up a chair: 


[Wf 42% of Maine’s 1960 population was 
located in Bangor’s coverage area. 
[Vi Approximately 41% of the total tele- 
vision homes in Maine (according to 
ARB) can be found in these nine coun- 

ties. 

(A 41% of Maine’s total 1960 retail sales 
(for the twelve months ending June 
30th) was credited to the nine counties 
in Bangor’s coverage area. 

[VM These nine counties accounted for 39% 
of the state’s total income. 

[Vv Bangor’s home county (Penobscot) had 
the largest increase in urban popula- 
tion, 1960 vs. 1950 (+ 27.2%). Penob- 
scot County evidenced a 17.5% in- 
crease in income (1960 vs. 1950). This 
increment was larger than that re- 
corded for any other Maine county. 


See what we mean? 


NBC for Eastern Maine... 


represented nationally by 











i THE KATZ AGENCY, Inc. 


BANGOR, 
MAINE 
















Stevenson to Premiere on ABC-TV 

ABC-TV, in a dramatic move aimed at beefing up its 
public-affairs programming, will introduce this fall a 
special half-hour program starring this country’s Am- 
bassador to the United Nations, Adlai Stevenson. The 
program, packaged by award-winning producer Arnold 
Michaelis, is tentatively titled Adlai Stevenson Reports, 
and is scheduled for a Sunday-afternoon time slot on 
alternate weeks. If necessary, it will be carried sustaining. 
James C. Hagerty, ABC-TV’s vice president in charge of 
news and public affairs, who worked ardently in two 
Presidential elections for the defeat of Ambassador 
Stevenson, is understood to have pushed the idea. 


Spot Advertisers and 40 More Seconds 

What do major spot tv advertisers think of those addi- 
tional 40-second breaks in prime time? The advertising 
manager of one client with a heavy commitment to spot 
took a statesmanlike view of things. “We don’t like it 
and have complained without success to all responsible 
perties,” he told tv ace. “We're heavy in network too, 
and as far as we’re concerned neither spot nor network 
will benefit from it. It’s leading us down the wrong path, 
and we all know it’s wrong. Yes, we'll be taking ad- 
vantage of the availabilities.” 


New Animation House Established 

A new animation house, D & R Productions, Inc., has 
been formed by Dan Hunn and Ron Fritz. The partners, 
formerly associated with HFH Productions, which has 
been dissolved, will concentrate as they have in the past 
in commercials production. But D & R will also engage 
in industrial and entertainment films. Program projects 
include a new cartoon series for network sale and a 
theatrical short. The new company is located at 210 E. 


47th St., New York 17, N. Y. 


What’s With CBS? 

Among the latest rumors on Madison Avenue is the 
oft-heard one concerning CBS’ “Operation Hardcore”— 
a move of the network’s production facilities from the 
Grand Central Terminal quarters long occupied to the 
little-used West 57th Street Production Center. The plans 
call for the addition of another story to the 57th Street 
building in order to accommodate the telecasting of 
several soap operas now aired from Grand Central. 


Talk About Tint 

Color sets were conspiciously absent at the dealer pre- 
view in New York last week of the new Zenith tv 1962 
line, but the word was that a special showing of the color 
line and multiplex-stereo-broadcast receivers is planned 
for late August. “Dealers are asking about color,” said a 
salesman. “They want to know when we'll have it, what 


murs ua como mcs PEL@-SCOpe 


it’s like—but as yet they’re not writing orders.” Color 
tube in the new sets will be Zenith-made, said a parts 
specialist, who noted the cost would be well above the 
$111 now charged for the company’s highest-priced b&w 
27-inch tube. “We had one color tube,” he said, “that 
cost us $140—and it was never thought good enough to 
be put on the market.” 


Purex Tries New Re-run Pattern 

Purex Corp. is trying out a new summer re-run pat- 
tern by scheduling repeats of nine specials, six of them 
originally presented during daytime, for Class A prime- 
time airing. According to Leslie Bruce, advertising man- 
ager, response to the daytime specials on women’s prob- 
lems was so good that it was decided to re-run them at a 
heavier viewing hour. All of the Purex products will be 
advertised on the shows. Additionally, the company is 
making participating buys in July, August and September 
in From These Roots, Young Dr. Malone and The Jan 
Murray Show for promotion of Dutch Cleanser, Sweet- 


heart Soap, Trend and Beads O’Bleach. 


Just Like Last Year 

Summer spot schedules appear to be a thing of the 
past so far as Corn Products Co.’s Nu-Soft washing prod- 
uct is concerned. Having bypassed a customary two-week 
July schedule last year in favor of lengthier fall place- 
ments, the company reportedly will do the same this 
season. Look for a late-August start on the usual runs of 
daytime minutes. Judy Bender is the timebuyer at Me- 


Cann-Erickson, Inc., New York. 


Comedy a la Charles Addams 

Videocraft, Inc., which has just given a juicy anima- 
tion contract for a Wizard of Oz cartoon series to 
Crawley Films, a Canadian company (see Film Report, 
page 45), has two real crawler cartoon series in the 
hopper. Both have to do with goings-on in a haunted 
house. Both house and inhabitants bear more than a 
passing resemblance to the house and playmates in the 
New Yorker cartoons by Charles Addams. The series may 


also be produced in Canada by Crawley. 


Will TAC Widen Stations’ Horizons? 

Will the formation of Television Affiliates Corp., 
new Trans-Lux Television subsidiary, set up to aid in the 
cross-pollenation of noteworthy public-service documen- 
taries and other cultural programs on the local level, have 
an adverse affect on purely local programs now being 
produced? Since programs must be “of more than merely 
local interest” to be eligible, some station managers pre- 
dict TAC will spell an end to some programs of purely 
local interest and stimulate programming with more 


universal appeal. 
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IN THE DARK? 





information 


fabout television commercial activity } 
flows rapidly and reliably to nearly every 
broadcaster, advertiser and agency 
from the one authoritative source... 


Ar , publishing regular monitored 
reports in seventy-five television mar- 
. If you are. groping for television 
cial information, contact Broad- 

, O Third 








Business barometer 


Local billings were up in April over those in March, the only category of tele 
vision business to show a gain. The exclusive TELEVISION AGE Business 
Barometer reveals that totals for local were ahead of those for the previou 
month by 2.1 per cent, 0.2 per cent less than the average April-over-March 
increase. 








The whole story, however, is not conveyed by a comparison of local's increase this 
April with the average fourth-month gain established during the seven ye 
since the inception of Business Barometer reports. Actually, the 2.l-per 
advance represents the third largest for April since 1954. 








In 1959 local business in April 
was ahead of March by LOCAL BUSINESS 
2.6 per cent, but the 
gains for the period 
other years have gen- 
erally been more nominal. 
In 1954, however, the 
March-to-April increas 
was markedly greater: a 
hefty, average-boosting 
7.5 per cent. 








rm 


The contrast stands out in com- 
parison with advances 
made by local in other 
Aprils. In 1955 the gain 
over March totals was 

.7 per cents; in 1956 it 
was 0.9 per cent, and in 
1957 0.8 per cent. In 
1958 the rise was 1.9 per 
cent, and in 1960 it was 
1.2 per cent. 











The large spring increase of 
7.5 per cent in April 
seven years ago may be 
accounted for in part 
because of the immaturity 
of the tv medium at that stage in its development. Considerable gains fr 
month to month in local billings were not unusual at that tim 











business for April this year reflected a rise of 9.1 per cent over, that 


U \ 
April 1960, the biggest climb in the year-to-year comparison for local since 
last November, which showed an ll-per-cent gain over the same month 
The April '6l-over-'60 increase, however, fell short of the 10.9-per 


gain registered for the month in 1960 over its 1959 equivalent. 














_is_ well to remember that all Business Barometer reports are based upon total 
business in television. Increasing rates from year to year make dollar v 
higher for the industry, even though business for individual stations may 
be practically the same. 


usiness Barometer reports on network billings for April will be published in the 








~ July 10th issue of TELEVISION AGE. The survey of national spot business for 
May will appear in the magazine on July 24. 


(A copyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in cll income and geographical categories. Informa- 
tion is tabulated by Dun & Bradstreet.) 
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FORMERLY REPRESENTED BY CBS-IV 
SPOT SALES WILL BE REPRESENTED 
NATIONALLY BY TVAR ; 
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Hurry, Please! 

At a meeting that chiefly produced 
a plea on the part of Young & Rubi- 
cam, Inc., to some 65 spot represen- 
tatives and station salesmen that they 
get moving on the 40-second break, 
Y&R director of media relations and 
planning William (Pete) Matthews 
outlined the agency’s questions, 
thoughts and second thoughts on the 
subject. 

Y&R’s primary point: now that all 
three networks are firmly committed 
to the time increase, stations and reps 
must work quickly to decide how the 
breaks are going to be split and 
priced if the agencies are to make 
any plans before the August buying 
gets under way. 

“We're assuming, of course, that 
the assurances against triple-spotting 
will stand,” said Mr. Matthews, “but 
we must know if the breaks are going 
te consist of one 40-second com- 
mercial, two 20's, a 30 and a 10, or 
a 20 and a 10—and, if this latter 
illustration is accepted, we must know 
what will fill the other 10 seconds. 
What will predominate? If the 30- 
second commercial becomes widely 
used, how will it affect 10’s and 20's? 
These questions must be answered 
soon if our creative people are to be 
allowed to plan ahead.” 

On the subject of pricing, the 
media chief stated that no laws or 
restrictions would be laid down by 
the agency. “We're not an Ogilvy,” 
he said, “with a big stick to wield 
over the head of any one medium. 
We're trying to work comfortably 
with all media.” He suggested, how- 
ever, that 30-second spots should be 
priced competitively with present 
20’s, and that 40’s should compete 
with existing minute participations. 
“As prices are established on present 
values of audience and coverage,” he 
warned with a smile, “we're not ex- 


pecting any increases in the current 
rates of 20's and 10's.” 

The 40-second availabilities, Mr. 
Matthews thought, might attract ad- 
vertisers who haven't wanted to go 
the participation route, but who need 
longer copy than ID’s and 20’s allow. 
In answer to a question from one of 
the representatives called to the un- 
usual—but refreshingly open—meet- 
ing at the agency’s 16th floor audi- 
torium, the executive stated his be- 
lief that 30°s haven’t found greater 
use merely because enough stations 
couldn’t offer them—generally be- 
cause the break time could be divided 
more profitably between a 20 and a 
10. If priced properly, he thought, 
10’s might attract advertisers who 
would use the period for two back- 
to-back 20’s on companion products. 
An idea from the floor on a 40-second 
“program,” giving a sponsor 20 sec- 
onds of commercial and 20 seconds 
of weather, news or the like, met a 
favorable reception from Mr. Mat- 
thews. “That’s a new thought,” he 
noted, “and indicative of the kind of 
thing we want to be aware of before 


buying begins.” 


Foreign Entanglements 

Now that the CBS Television Sta- 
tions Division has gotten under way 
with its program-exchange agreement 
with several foreign countries (the 
question of international television 
via satellite is still up in the air), it is 
finding that the world remains a large 
place indeed. 

The project, under the umbrella 
title of The International Hour, calls 
for the exchange of the wcss-tv New 
York-produced The American Musi- 
cal Theatre for representative tv pro- 
grams from about eight other nation: 
to be telecast over the five CBS- 
owned stations here. The program be- 


gen officially on a staggered basis 


THE WAY IT HAPPENED Ne WS fro nt 





. sche eee oe 


with the showing of the Canadian 
Broadcasting Corp.’s Pineapple Poll, 
a ballet by the National Ballet of 
Canada, on June 17 in New York 
followed by the KNxt Los Angeles 
telecast on June 18. The three other 
CBS stations began the series a week 
to two weeks later. 
The of The 
Hour, which was conceived by Merle 
S. Jones, president of CBS Stations 
Division, was finally decided upon in 
April after on-and-off talk about it for 
two years, According to Hal Hough, 
director of program services, who, 
together with Ralph Baruch, director 
of international sales, CBS Films, has 


idea International 


been negotiating the deal, many of 
the problems which held up the proj- 
ect are being solved, but because this 
is the first time for such a program 
from a local television level, certain 
factors WwW ill have to be cleared up as 
they occur. 

Primarily, of course, there was the 
problem of clearing time on the sta- 
tions, not only over here, but in many 
of the other countries. As is the fate 
of many so-called public-affairs sus- 
taining shows, the foreign programs 
to be seen over here will have to be 
relegated to week-end early-afternoon 
or late-morning time periods. The 
considerable amount of money sunk 
into The International Hour project 
will probably not be paid back in rat- 
ings, nor does CBS expect the shows 
to have mass appeal. They will gauge 
the response, says Mr. Hough, by 
“critical response and viewer letters.” 

Out of the 
over here, approximately five will be 


12 shows to be seen 


drama, and those, for obvious rea- 
sons, will be from English-speaking 
countries, The first of these, the Aus- 
tralian Broadcasting Commission's 
original hour play, Outpost, was seen 
in New York June 24. “We can’t do 
Mr. 


Hough. “For one thing, it would be 


any lip-syne dubbing,” said 
too expensive, and for another it 
would take away much of the foreign 
flavor.” 


Possibly because of the dubbing 
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Quality Programs 


for 
Quality Programming 


JAYARK FILMS CORPORATION 
15 East 48th St., New York 17, N.Y.  MUrray Hill 8-2636 
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WE 


CLOWN. 


208 titles. Now on 198 U. S. and foreign 
stations. America’s favorite full-color 
cartoon library. 


A Larry Harmon Production 


Hist-o-Rama 


All the excitement of fifty years of Hol- 
lywood crammed into 208 fascinating 
five-minute factuals. 


A Julieart Production 


57 POsT- 
‘50 FEATURES 


A compact, powerful package of BLOCK- 
BUSTERS now garnering top ratings on 
more than 170 U. S. and foreign stations. 


The world’s best known and most beloved 
comedians—recreated in full-color 
cartoon animation for an extraordinary 
half-hour program series. 


A Larry Harmon Production 

















problem the majority of the exchange 
shows will be musical. One of the 
Japanese contributions, however, 
lends itself to United Nations-type 
dubbing. The show, a program of 
Japanese children’s songs, contains 
some narration which will be carried 
on in Japanese on a low sound level 
with the English translation over it. 
Apparently the non-English-speaking 
countries have facilities for dubbing 
and anticipate no problem in trans- 
lating the WCBS-TV contribution. 

Certain technical problems, such as 
different line systems on some of the 
foreign programs, have cropped up. 
Also, the Australian shows are on a 
magnetic sound system and must be 
run off on a separate projector. Many 
of the foreign shows, too, are not as 
rigidly geared to time periods as ours 
are; therefore, Mr. Hough has found 
that some programs may run 47 
minutes or 62 minutes and will have 
to be adjusted to the 60-minute al- 
lotment for the shows. 

While all negotiations for programs 
to be seen over here have not been 
completed, Mr. Hough expects to have 
contributions from Italy, Germany, 
Sweden and/or Denmark in addition 
to the Canadian and 
Japanese shows. Through the ex- 


Australian, 


change Mr. Hough estimates that ap- 
proximately one-third of this coun- 
try’s television audience will be able 
to see the foreign imports, and that in 
one other country alone The Ameri- 
can Musical Theatre will be carried 
on 30 stations. 


Ovens Across the Ocean 


What is it that is so dangerous you 
must handle it with rubber gloves, 
and so hot it could burn 
through your foot, yet you put it in 


a_ hole 


the oven as an aid to cooking? 

Any housewife who has used “con- 
ventional” oven cleaners will see little 
humor in the riddle. Thus the appeal 
of the new Fletcher Richards, Calkins 
& Holden commercial for a different 
kind of reason. 

“Throw away 
rubber gloves,” 


those unattractive 
declaims Hermione 
Gingold, casting a pair away with 
great disdain in the new Oven Stick 
commercial. And the British star goes 
on to list the many competitive prop- 





No-spill Spieler 


erties of the product: can’t spill, can’t 
burn hands, not messy, solid, no 
papers on the floor, no fumes, no 
scrapers. 

Behind the choice of Miss Gingold 
and the television medium lies a live- 
ly tale. Oven Stick had been a highly 
successful product of the William 
Pearson Co., Ltd., for nearly a decade 
in Europe and especially England. 
But how do you transfer a product’s 
reputation and popularity across the 
ocean ? 

Part of the problem lay in the fact 
that the product had to be launched 
here on a limited budget. This might 
have led some to think of print only. 
However, Jim Frankenberry, account 
supervisor, and George Friedman, 
account executive, were amenable to 
broadcast if “the right idea” were 
advanced. Sy Frolick, director of tv- 
radio for FRC&H, pushed tv because 
product superiority can be demon- 
strated on tv easier than elsewhere, 
and supermarkets might give the 
product a more prominent shelf posi- 
tion. 

The medium decided on, Mr. Fro- 
lick began thinking of who could talk 
an American housewife into using a 
British product. “There are so many 
lady spielers on afternoon television.” 
He said, “I didn’t want another. And 
I wanted someone who hadn’t been 
overexposed.” 

He came up with several possibili- 


ties, including Beatrice Lillie, before 


Gingold 


the name of Hermione 





struck. He checked out the idea with 
Michael Duggan, vice president in 
charge of the William Pearson Corp., 
the U, 
company. Mr. Duggan was skeptical 
that Miss Gingold would be interested 


S. counterpart of the British 


in such a proposition, but said to go 
ahead and try, by all means. 

Whereupon Bill Vance, a writer in 
Mr. Frolick’s department, whipped up 
some trial copy for the commercial. 
This was polished and sent off air- 
mail to Miss Gingold’s agent. He 
agreed, and Mr. Frolick finally 
caught up to her in Hollywood, where 
she was making The Music Man. But 
to tape the commercial the agency 
had to wait four days while Miss 
Gingold took a train back from the 
coast. Fly? Of course not. This is 
Hermione Gingold. 

While waiting, Mr. Frolick made 
arrangements with Nat Eisenberg of 
General Television Network to do the 
commercial on overtime late at night 
in order to cut corners on costs. 

Miss Gingold eventually arrived, 
and Mr. Frolick bundled her into a 
cab one night about 10:30 for the 
ride up to the studios at the far end 
of Central Park. “Hermione is a 
anyhow,” Mr. Frolick 
notes. “She likes to work at night.” 


night owl, 

At 11 p.m. she was on camera 
“Hello, my name’s Hermione Ging- 
old, and for once I’m not going to 
talk about myself”—and an hour later 
she was on the town. 

The commercial is currently ap- 
pearing in daytime on three New 
York stations, with the idea that as 
the product takes hold the advertis- 
ing will follow the distribution across 
the country, much like Lestoil. 

Early reports on sales have been 
encouraging. On the first few days of 
the campaign. Mr. Duggan took an 
official of the British company to a 
New York supermarket just to see 
how Oven Stick was displayed. Sure 
enough, a lady rushed in and said to 
the checking clerk, “Do you have any 
of that stuff Hermione Gingold talks 
about on television?” 

“Oh,” said the clerk, “is that how 
you pronounce her name?” 

“Don’t worry about her name,” 
cried the gleeful official, 
lady Oven Stick.” 


“give the 
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Why is approximately 80% of the * 
local TV money in the Des Moines . 
market invested on KRNT-TV ? 2 


e226 5 6? 
Cee ere ereceoeoeeeer eee? 


> KRNT-TV makes 
* cash registers ring! 














The quality of our quantity of audience is 
apparent to local advertisers who live here and 
who must prosper here. Their cash register 
must ring — they have no alibis! Their cash 
register is their copy tester! 


The believability of the exclusive KRNT-TV 
personalities (we have more than all other 
stations) is shown by the cash register and by the 
Central Surveys. 


Month after month, year after year, 
KRNT-TV ratings are high. Highest 
Newscast ratings in the nation! Highest 
sportscast ratings! Highest local personality 
ratings! 


If you want to find out more about this 
unusual station, we suggest you check any 
business man in your line of work in Des 
Moines. Ask him about KRNT-TV. You, too, 
can get outstanding results by advertising 

RS ora 


KRNT ch. 8 TELEVISION 


DES MOINES, IOWA 
An Operation of Cowles Magazines and Broadcasting, Inc. 
. and represented by The Katz Agency, Inc. 




























(The following column, a new feature of TELEVISION AGE, 
is to be devoted to aspects of television programming. It 
is written by a well-known individual with years of ex- 
perience in all phases of television writing and production 
who is now a top executive with one of the foremost ad- 
vertising agencies in New York City.) 


The World and the Western 
his is an effort to clear up a few persistent misunder- 
standings about westerns. They are (as are so many 
popular television programs) condemned everywhere, ex- 
cept by the millions who watch. 
Is it not possible that we have in America today too 


much communication that doesn’t communicate? That 


‘ 


our communications “systems” have ceased to be sys- 
tems? Isn’t it possible that news media of every kind— 
newspapers, magazines, radio and television—have turned 
into the reverse of a communications apparatus—into 
webs of doubt? 

It is the postulate here that the available reservoir of 
fact—which we have been raised (in our free society) to 
consider as a primary privilege of free people—is still 
available but that it is no longer fact. 

There is such an unsettling mass of facts that no fact, of 
itself, can any longer be isolated. 

There are no facts. No longer in America does anyone 
really know anything “for a fact.” One guesses. One 
reads. One listens. One reflects. One tries hard to think. 
One tunes in. What does he hear? See? 

A blast of asseveration, a thorny patch of dispute, a 
flat statement, a flatter denial. 

No American man or woman, conscientiously seeking 
to be informed, now knoweth any longer where in the 
helleth he is-eth. 

It seems everything we do is a mistake. 

Everything we think seems to be suspect or subversive. 
Or war-mongering. Or appeasing. 

We're in: who and what are we for? 

We don’t know. Communications has not communicated 
this to us. 

We had no such incertitude during the war. We knew 
our enemy. Today we don’t. 

Right now psychologically America very much needs to 
punch somebody right in the nose. And we aren't doing 
it. We aren’t even winding up for it. The more we hunt 
for an “enemy,” the less we find him. We are perishing 
in a swamp of published dubieties. We are “watching the 
situation closely.” 

We are paralyzed by our own goodness. Frozen stiff in 
ideals. Nice American ideals. We are paying the penalty 
for being decent. Khruschchev is ahead because he knows 
the world is not decent but dirty, and acts on it. 

What has all this got to do with tv westerns? 

Quite a lot. 

If it is true the average American, during these present 






Viewpoints 


years, has more a sense of futility than a sense of destiny, 
the western sets up for him one positive, defined reality 
that is both comforting and satisfactory to behold. And 
not only to behold, but to be able to do something about; 
to be able to deal with. 

The western sets up the Enemy. 

In the private thoughts of most of us, in the dark 
corners of the preoccupations of all of us, we too see the 
Enemy. But we can never do anything about him. We 
can't deal with him. Life in America is much too intricate 
for that; too complex for any man to isolate any single 
enemy as his own. His enemies are multiple. Furthermore, 
they keep moving. And they keep changing in size, im- 
portance and threat. 

His enemy is his boss. Or his wife. If you attack the 
boss, you don’t kill the boss, you kill yourself. The boss 
is invulnerable. With the wife, you put up or shut up or 
get out. Mostly you put up. (Mostly so does she.) 

The Enemy is loneliness. The Enemy is increased 
garage rent. The Enemy is home-finance companies, the 
overhanging horror of The Bomb, the graveling uncer- 
tainty of the future, feelings of social or sexual inferiority, 
loss of prestige, lack of prestige, illness, Russia, Mao Tse 
Tung. Pick your own. 

No American can focus on a target. He has a lot of 
them. He has too many. 

Along comes a western, bringing his Enemy with him. 
You can never mistake him. His black gloves label him. 
His dirty horse, his crude speech (to the young widow 
trying to make a go of the restaurant)—all this pro- 
nounces him the Enemy. 

For several minutes he behaves badly—44 in Laramie, 
22 in Zane Grey—is presently pinned down in the middle 
of the saloon or the middle of town, and there—pow !—he 
gets what’s coming to him. 





Boy, does he get it! 
And there also—for one magic moment of catharsis 
an entire congress of the Enemy—yours and mine—is 


vaporized. There goes Russia. There goes The Bomb. 
There goes that conniving, dunning, importuning s.o.b. of 
a used-car dealer in Valley Stream. 

In our private lives we can’t deal with the Enemy. The 
western can and the western does. The western deals with 
him—that is the heart of it. And this psychology is deep- 
ly involved in the success of most westerns.—GBR 
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Florence blooms. _ Florence, daughter of Confederacy. 





Florence has arrived. 


A pretty melody is like Florence. 


Effective July 1 





our national representatives will be 


Young Television Corp. 


« New York «+ Chicago «+ Atlanta + Detroit + Los Angeles 


« San Francisco + Boston «+ St. Louis 





One of the faces of F fetes. 
WBTW 


Florence, South Carolina 


The nation’s fifth largest single-station market 


: A Jefferson Standard Station affiliated with 
WBT and WBTYV, Charlotte 





Singular Florence. Focus on Florence. Florence is unique. Florence merits another look. 
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Federal 
ee oe 


Truth 
Ree cme 
Commission 


In an exclusive interview, 


FTC chairman Dixon calls 


for a return to the old virtues 


of the country store 


46 hat we really need in this business 

is a return to the old country-store 
attitude toward sales talk. There the storekeeper 
who misrepresented a product found himself 
face-to-face with an irate housewife. So he was 
pretty careful in what he said. There would 
be little question about advertising today if the 
writers thought they would have to explain ex- 
aggerated claims directly to the purchasers they 
misled.” 

The speaker is plain-talking Paul Rand Dixon, 
new chairman of the Federal Trade Commission. 
A New Frontier appointee, the burly, dynamic 
chairman has managed in his first few months 


in office to strike terror into the hearts of many 
leading spokesmen for the advertising business. 
Unlike his predecessor (Republican Earl W. 
Kintner), Mr. Dixon has little faith in self-regu 
lation. He was moved to rasp at a recent con- 
vention of the Advertising Federation of Amer- 
ica: “I place little stock in evangelism as a 
substitute for law enforcement.” 

In an attempt to gauge the changes in FTC 
attitudes toward advertising with the advent of 
the New Frontier, TELEVISION AGE submitted a 
list of questions to chairman Dixon similar in 
nature to a list submitted last year to former 
FTC chief Kintner (Tv ace, April 18, 1960). 












PAUL RAND DIXON 


A former triple-threat backfield star 
from Vanderbilt U. who worked his 
way through law school as a back- 
field coach at the University of Flor- 
ida, FTC chairman Dixon occasion- 
ally sounds as though he never quite 
left the gridiron. When he was ap- 
pointed by President Kennedy to the 
top position at the Federal Trade 
Commission, insiders said he would 
bring to the job the incisive, plotting 
mind of a quarterback and the rugged 
determination of a defensive tackle. 
He appears to have done just that. 
Mr. Dixon’s experience with the FTC 
covers a period of almost 20 years. 
He joined it in July of 1938 and 
served, except for the war years, as 
a general counsel. In February of 
1957 he joined the Senate Anti-trust 
and Monopoly Subcommittee as chief 
counsel and staff director, where, 
with Senator Estes Kefauver (D., 
Tenn.), its chairman, he achieved 
some fame in that unit’s work in the 
field of restraints of trade. 


The differences in outlook are some- 


times startling. Where Mr. Kintner 
wanted to be reasonable and seemed 
to be almost apologetic about the 
policing aspects of his work, Mr. 
Dixon shows little patience with nice 
(or real) distinctions and displays a 
real appetite for police work. 

His answers (printed on_ these 
pages) show that he is a reformer in 
the best sense of the word. He’s 
against deception and fraud, for fair- 
ness and truth and honesty, the Old 
Virtues restored. But, as with many 
of our reformers, he sees little virtue 
and much sin wherever he looks. 
It may be a bad year for some ad- 
vertisers. 

And it may be a bad year in par- 
ticular for some television advertisers, 
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for the new chairman has exhibited 
a healthy respect for the persuasive- 
ness of tv. 

In brief, Mr. Dixon is “convinced 
that there is a substantial amount of 
advertising appearing in print and 
on the air that warrants close scru- 
tiny....” 

He believes that media employed 
“have a serious responsibility.” 

He’s out for effective, and, if pos- 
sible, immediate Government action 
in areas where self-regulation hasn’t 


worked. 

He thinks that “the impact of a 
television commercial, by its unique 
ability to influence by both sight and 
sound, may be much more forceful 
than an advertisement directed to 
only one of the senses.” 


This last statement has significance 
over and above the fact that it is 
probably the first endorsement of 
television by an FTC commissioner. 
in its frank acknowledgement of tv 
as the most powerful of all media 
it is a flattering but potentially dan- 
gerous encomium. Here again, a 
difference between the old and the 
Mr. Kintner last 
year refused to make any distinctions 


new can be seen. 


between media. 

Probably the most dramatic and 
revealing difference between the two 
men can be seen in their answers to 
the question, “How would you dis- 
tinguish between an imaginative vis- 
ual technique and outright decep- 
tion?” Mr. Kintner took great pains 
to make distinctions, to allow for 

















Question: Some have suggested that the media, as well 
as advertisers and their agencies, can, under the law, 
be made responsible for deceptive advertising. How 
do you feel about this? 












Question: Many tv advertisers and their advertising 


Question: Despite all of the talk about a new and 


tougher FT€, you have indicated that where possible 


you are in favor of self-regulation: “We welcome bona 


fide efforts at self-policing, with emphasis on bona 


fide.” Is there some suggestion here that not all of 


the self-policing efforts of the various industries have 


been bona fide? 


agencies, understandably anxious to dramatize their 


products effectively, are not always clear as to when 


a dramatization, or a particular visual technique, has 
gone over the pale into outright deception. How would 


you distinguish between an imaginative visual tech- 


nique and outright deception? 





°c PSA NE SR PE EE PE YLT 
some imagination and make-believe much. tions, Mr. Dixon again, with varia- 
: in a commercial message. Mr. Dixon Because of his announced inten- tions, repeated his central thesis: 
did not and dismissed the issue with tion of moving firmly and with great “I do feel that there is a great 
the observation that “there is no dis- speed against false advertising, this deal of advertising which should 
tinction in principle between decep- magazine asked the chairman if he raise questions in the minds of our 
’ ‘ , ma 
tion by words and deception by thought that a great deal of decep- staff and which will, be receiving their 
‘ picture.” tive advertising was now being cir- critical attention.” 
What, then, can advertisers and culated. The FTC chief said he was “The complaints which the com- 
: their agencies expect from this newly convinced that a “substantial amount mission has issued based upon tele- 
charged, crusading FTC? What is warrants close scrutiny and vision commercials certainly establish 
: its outlook and where is it going? prompt investigation to determine _ that there is reason to believe that 
Despite the recent decision of an whether it is in fact unfair or de- some television commercials are de 
FTC hearing examiner suggesting ceptive. If it is, the Federal Trade ceptive.” 
dismissal of a commission com- Commission should move quickly to Despite these avowals, Mr. Dixon, 
; plaint against Colgate-Palmolive Co.’s _ see that it is eliminated. We intend as his answers indicate, was unable 
“sandpaper shaving” commercial on to move broadly and rapidly with to hazard an estimate on the number 
the grounds that it was merely “harm- the very purpose of determining the or percentage of questionable adver- 
less exaggeration,” it is a much legality of a great many of these tising claims or questionable com- 
tougher agency than in the past. Mr. advertising programs.” mercials. “In my opinion,” he said, 
Dixon has promised at least that In answer to several related ques- “if there are any, and they continue, 
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ing it fair and honest and truthful. rather than 
with a law book at hand as a guide in trimming 
or phrasing claims so they are just so limited as 


to stay out of court. 


in this area in the past? 


Wr. Dixon: As I have stated repeatedly in the 
past few weeks, the five members of the Federal 


Trade Commission are determined to utilize 


Ma 


Question: Would it be possible for you to draw up a 


simple set of rules or guidelines under which adver- to protect the 
tisers and their agencies could operate? advertising 


every weapon in their arsenal to step 


» efforts 


Question: Does that same statement also mean that 


you are convinced that there is a great deal of decep- 


tive advertising in print and on the air today? 


Question: You have stated that “heavier, faster-firing 


guns will be brought to bear” on false advertising. 


Were you suggesting that not enough has been done 


— SE  S 


we are not doing the job for which 
the commission was created.” 

Because television has received a 
great deal of adverse publicity re- 
lated to deceptive advertising, Mr. 
Dixon was asked if he felt any one 
medium could be singled out for 
blame. His answer indicates that sin 
in the FTC’s view is a well-circulated 
affair: “The Federal Trade Commis- 
sion has found unfair and deceptive 
advertising disseminated by all me- 
dia. As a matter of fact, in our cases 
we commonly find the same adver- 
tising themes repeated in television, 
radio, newspaper, magazine and even 
in direct-mail advertising. We have 
no reason to single out any one me- 
dium as the principal outlet for de- 
ceptive advertising.” 
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The issue of media responsibility 
for false advertising was raised by 
Mr. Dixon’s predecessor, who had 
simply noted that there was no ex- 
press statutory exemption for action 
Asked how he felt 


about this question, the new FTC 


against media. 


chief first noted that under the law 


he had rather sweeping powers 
(which are to prevent unfair methods 
or competition in commerce and un- 
fair or deceptive acts or practices in 
commerce). “More specifically,” he 
added, “Section 12 forbids anyone 
to disseminate, or cause to be dis- 
seminated, any false advertisement 
for a food, drug, device or cosmetic. 
I certainly believe that media em- 
ployed in disseminating advertising 
have a serious responsibility. In ad- 


dition to the legal aspects, there 
should be a recognition of the re- 
sponsibility to those who rely upon 
the medium for the truth and hon- 
esty of its content.” 

From his answers to this maga- 
zine’s queries, and from his well-pub- 
licized speeches to date, chairman 
Dixon gives the impression of being 
anxious to impose Federal sanctions 
and Government muscle in all areas 


he has on occasion seemed 





possible 
and sounded like an enemy of free 
enterprise. But he insists that he is 
not, and that his agency can help, 
rather than hinder, enterprise. Then 
why has he been so suspicious of 
industry efforts at self-regulation? 
His answer indicates that (1) he’s 


not sure that it has always worked, 












Question: Would you say there is more fraudulent 
advertising to cope with today than in previous years? 
Or is there less? 


Wr. Dixon: 


quantitative 


I have no basis for making any 
analysis of deceptive advertising 
today as compared to previous years. I do feel 


} 


that there is a great deal of advertising rich 


u 
se questions in the minds of our staff, 


nd whi will be receiving their critical atien 


Question: Do you feel that a significant percentage of 
television commercials on the air in recent times has 


. ? 
percentage: 


Question: Television has received much of the pub- 
} licity related to fraudulent or deceptive advertising. 
Would you say that any one medium has been the out- 








and (2) he would really welcome 
what he considers legitimate efforts 
in this direction. 
“This whole problem of policing 
advertising, and elimination of repre- 
sentations which are unfair and de- 
ceptive, requires the combined efforts 
of everyone concerned with adver- 
tising. The advertiser, his agency 
and the media can and do forestall 
much more deceptive advertising than 
the Federal Trade Commission could 
ever stop. But we must have an in- 


been fraudulent? Can you make an estimate on this’ 


with the direct objective of making 


than with a law book at hand as a 
guide in trimming or phrasing claims 
so they are just so limited as to stay 
out of court.” 

How would Mr. Dixon assist ad- 
vertisers in staying out of court? 
Could he draw up a simple set of 
rules to assist them? “Volumes have 
been written setting forth rules or 
guidelines for advertising,” he notes, 
“and new problems arise daily. The 





let for more (or less) of this kind of advertising? 


Vr. Dixon: The Federal Trade Commission has 
found unfair and deceptive advertising dissemi 
nated by all media. As a matter of fact. in our 
cases we commonly find the same advertising 
themes re pe ated in television. radio. mews 
magazine and even in direct-mail adi 

We have no reason to single out any one 


as the principle outlet for deceptive adve 


Question: Would you make a distinction between ad- 
vertising on television and the same or similar adver- 
tising in other media? That is, would a questionable 
claim on tv be more damaging than the same claim in 
printed media? 


it fair and honest and truthful, rather not cloak the fact that he is 


tor, who resembles, at least in 
another New Frontier appointee 


Federal 


vision stations that the FTC 








were general in nature, they should 
incisive and determined administra- 
scarifying nature of his speeches, 


Newton N. Minow, chairman of the 
Communications Commis- 
sion. Chairman Dixon quite recently 
stepped into an area that might be 
considered the FCC’s when he gave 
warning to individual radio and tele- 





creased recognition of responsibility 
all down the line if advertising is to 
serve the best interests of industry 
as well as the consuming public. 
“Bona fide self-policing means just 
that the businessman, his agency and 


the media prepare and examine copy 


one clear rule which never fails to 
work, however, is simply that the 
advertiser fairly and honestly tell the 
truth about his product so that the 
consumer understands what is offered 
for his money.” 


Although Mr. 


Dixon’s answers 


apprising the FCC of all violations 
with regard to false advertising on 
the air. “Now, every three years 
these stations must come up for re- 
licensing, and I would say that [it 
would be well] if perhaps they began 


(Continued on page 121) 
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ith most television series being 

filmed on the west coast, and 
live programming being done any- 
where practically a thing of the past, 
actors who came to New York five 
or six years ago to break into tele- 
vision drama have turned to adver- 
tising and the field of commercial 
production for their bread and butter. 


In the earlier and simpler days of 


tv commercials, all that was usually 
required was a pitchman for the prod- 
uct, perhaps helped by a model to 
demonstrate her shiny hair, her white 
teeth or her clean face. In some in- 
stances, the sales of a cosmetic or 
razor depended only on the endorse- 
ment of an established and glamorous 
film star. Obviously the commercial 
field was pretty much closed to actors 
who were not trained as announcers 
or already known in Hollywood. 
Now the advertisers pull out all the 
stops to sell their products. In any one 
commercial today they might require, 
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The unsung heroes 


and heroines 


of tv commercials 


must have, above all, 


believability 


in addition to a spokesman or 
woman, dancers, singers, swimmers 
and tennis players. In order to col- 
lect all this talent, to negotiate with 
unions and to keep track of conflicts 
and contracts, the agency casting de- 
partments have had to increase in 
size and activity. 

As an indication of their growth, 
Lucille Mason, casting director for 
Compton Advertising, cited the vol- 
ume of commercials done in that 
agency over a period of three years. 
In 1959, 90 commercials were made 
in the first six months; in 1960, 155 
in the same length of time; in the 
first three months of 1961, 100 were 
made, already nearly as many as in 
twice that time last year. 

This state of affairs is mutually de- 
sirable to the actors and the agencies. 
The agencies need experienced actors 
because of the growing creativity and 
realism of commercials. The actors 
are only too happy to sell soap in re- 


Broadway star Patricia Harty auditions at MW&S 


turn for the residuals which will help 
pay for their acting lessons. Theo- 
retically, the situation is ideal. Actu- 
ally, however, there is still an over- 
whelming surplus of talent which can 
never be used up in commercials. For 
an actor, particularly an unknown 
one, to get a commercial assignment, 
he must make the rounds of the 
agency casting offices in much the 
same way that an aspiring Broadway 
actor makes the rounds of the pro- 
ducers. In fact, most actors are doing 
both simultaneously. 


Audition Set-ups 

Auditioning for a commercial, de- 
pending upon the campaign and the 
client, can become almost as involved 
as for a My Fair Lady or Camelot. 
Most of the advertising agencies have 
similar set-ups for auditions, varying 
usually with the size of the agency. 
In each case, the casting director first 
checks the storyboard, which usually 


B&B's Ruth Levine holds reading in agency studio 


has a recommendation as to talent, 
and draws on his or her memory and 
files for the type required. 

When a storyboard calls for a 
housewife, age 30 to 35, for, say, an 
Ivory Snow commercial, the casting 
director makes a list of available 
talent in this category, making sure 
no product conflict exists, consults 
with the producers, creative group 
and client for their suggestions, and 
after reducing the list to a manage- 
able number calls in the actresses. The 
audition takes place in the agency 
studio. Monitors in an adjoining 
room allow anyone connected with 
the commercial to watch the reading 
without creating too much confusion 
in the studio. 

To keep their numerous files cate- 
gorized and up to date, the casting 
directors must see talent daily 
whether or not a specific commercial 
is being produced. At Compton, 

(Continued on page 118) 
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Hot and cherry-red 


That’s part of the story 
NASA is preparing for tv—the speed and heat 


of the man-in-space race 
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From storyboard to the stars—Project Mercury in the first stage of animation 
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Bove Hawaii and Califor- 


nia, the retrorockets fire.” 
Across America and around the 
world, millions of people are made 
witness to the carefully timed pyro- 
technic on which are predicated so 
many hopes. And yet the event seems 
pitifully finite — a match struck 
against the sun-spangled curtain of 
the universe. 

Televiewers see the rockets fire, 
see the capsule slowed, see the dead 
rocket package, its thunder done, de- 
tach from the blunt heat shield and 
drift off, now-dumb clapper of this 
man - built (American - built), man- 
carrying (American-carrying), bell- 
shaped symbol of mankind’s aspira- 
tions. 

Per aspera ad astra. Through ad- 
versity to the stars. 

As the one-ton, one-man vessel be- 
gins its long plunge back to earth, 
Jason Robards Jr., voice-over. ex- 
plains that though the rearward 
thrust of the rockets slows the craft 
only about two per cent (it is travel- 
ing about 18,000 miles an hour), that 
slight retardation is sufficient to break 
the delicate balance between gravity 
and centrifugal force. Less speed 
means less centrifugal force, and the 
capsule begins to descend. As it does, 
a shock wave formed ahead of the 
heat shield sheds 99 per cent of the 
heat, but the remaining one per cent 
heats the after end of the capsule until 
it glows cherry-red. 

The capsule drops, the drogue ap- 
pears, and finally the main parachute 
blossoms red and white across the 


television screen. 
‘Man Into Space’ 
This is the first full-length film of 


the ultimate aim of Project Mercury: 
manned orbital flight. Authorized, 
produced and partly prepared by the 
National Aeronautics and Space Ad- 
ministration, the film is virtually 
complete and scheduled for release 
and distribution to television net- 
works and stations this summer. 
America’s first manned orbital 
flight is not expected until November, 
or October at the earliest; therefore, 
the NASA film represents an educa- 


tional rather than documentary ef- 
fort. 

Entitled Man Into Space, the half- 
hour film consists of approximately 
12 minutes of animation which 
bracket a section of live footage 
showing actual steps in the prepara- 
tion for the flight. The animation is 
being done by the firm of Paul Kim 
& Lew Gifford, who petitioned NASA 
for the assignment some two .weeks 
prior to the recent launching of astro- 
naut Alan Shepard. 

Shortly after that successful shoot 
NASA accepted the Kim-Gifford bid 
on the basis of similar kinds of com- 
mercial color work done by the com- 
pany. 


Color Consideration 


Color was a major consideration in 
planning the film, and the contract 
specifies that the colors used must 
show gradations even when the film 
is projected in black-and-white. Thus, 
when the capsule begins to glow 
cherry-red on re-entry, it glows even 
in black-and-white, and the colors of 
the parachutes, the green shock-ab- 
sorbing rubber bag and other ele- 
ments of the animation are all done 
with compatible color. 

Bob Hemmig of NASA’s Office of 
Technical Information and Educa- 
tion is producer of the film. George 
M. Low, chief of manned space flight, 
was technical director. Jim Dean, 
Office of Civilian Defense, was art 
director. Donald M. Swartz, NASA, 
wrote most of the script and also com- 
posed the musical score, which one 
auditor described as “mellifluous in 
the manner of Ferde Grofe but with 
a kick.” 

Paul Kim directed the film for 
Kim-Gifford. Vince Cafarelli was in 
charge of animation. Others on the 
project from the firm were Joseph 
Farrell, Joyce Gilbert and Judy 
Whalen. 

As the music’s overture is played, 
the tiny capsule appears on the 
screen, then the credits. The story- 
board of the film was plotted by 
NASA in such a way that segments 
of the film could be excerpted to il- 


(Continued on page 122) 








Gravity, centrifugal force, 


pitch, yaw and roll in ink 











Changing 
Agency Media 


Operations 


Part 2 of a series 


he media department at Benton 

& Bowles, Inc., has two particu- 
lar qualities: an alliance with the 
programming group and a paternal, 
company-man flavor. Billing $114 
million in 1960, the agency ranked 
seventh in the top-10 race. Seventy- 
two million dollars or 63 per cent, 
went into television last year, placing 
the agency second in the line-up of 
tv dollars. (Its neighbor in the Tish- 
man Building in New York, Ted 
Bates & Co., tallied first on a percent- 
age basis with 74.5 per cent in tele- 
vision. ) 

B&B’s media department is skele- 
tonized into four product groups: two 
individually handle General Foods 
and Procter & Gamble—compulsive 
tv advertisers; the remainder con- 
sists of the Diversified Product 
Groups I and II. Physically, the 
groups are sectioned off; the secre- 
taries and staff assistants in each sec- 
tion are clustered outside the buyers’ 
and media superiors’ offices. 

Heading the media department, 
staffed with some 100 people, is Lee 
Currlin, vice president and manager. 
Reporting to him are the four asso- 
ciate media directors manning each 
product group: Bern Kanner—Gen- 
eral Foods; Rudy Maffei—Procter & 
Gamble; Milton Kiebler—Diversified 
Products Group I, and Dave Wedeck 
—Diversified Products Group II. The 
first two groups warrant two assistant 
media directors each, the others one. 

The associate media directors are 
responsible for media planning and 
the coordination of network tv pros- 


42 June 26, 1961, Television Age 


Benton & Bowles, Inc. 


pects, time periods and _ national 
media. They function as the corpo- 
rate media contact with the client and 
the inter-agency contact for their 
multi-agency advertisers. 

In charge of the rest of the group 
are the assistant media directors who 
attend sessions on media problems 
and follow through on requests made 
at these meetings, and work as well 
on media planning and the supervis- 
ing of their groups. 


‘Experts in Media’ 


Within each product group are the 
assistants and buyers who work on 
all media. B&B’s conception of the 
all-media buyer shaped up seven 
years ago, and the agency is quite 
pleased with its success, to the extent 
that Lee Currlin readily concedes, 
“We're experts in media.” The all- 
media buyer, the agency feels, can 
make highly judg- 
ments. “The buyer’s work is not just 


knowledgeable 


clerical. He must think.” To counter- 
act the charge that you can’t be all 
things to all Currlin 


stressed the point that B&B men re- 


men, Mr. 


ceive such comprehensive training 

that they 

perts. 
The media director joined B&B 


during its reorganization from sepa- 


became “two-sided” ex- 


rate broadcast and print buyers to 
all-media in 1953. “The agency,” he 
explained, ‘ 
media buyers in order to do a better 


‘saw the need for ll- 


job on the accounts, so we set up a 
training program.” 


Reportedly, the department was 


modeled after Procter & Gamble’s 
vertical system—the all-media group 
system. The P&G group at B&B was 
using the all-media buyer to promul- 
gate the advertiser’s idea of “sell!” 
The agency, seeing that the broad- 
cast men backed up broadcast buys 
while print people did the same with 
their medium, and both bucked each 
other, decided to switch exclusively 
to all-media in 1952, following the 
successful way of P&G. 

The buyers are placed on more 
than one account and are switched 
around within their group as deemed 
“This flexibility,” Mr. 
Currlin commented, “is more readily 


necessary. 


possible with the all-media buyer.” 
Another point made was that this 
type of program eliminates the need 
to dispose of a buyer should an ac- 
count leave the agency. 


The Personal Touch 


Within the group system—which 
resembles four autonomous depart- 
ments—the buyer becomes a part of 
the account group. “There is con- 
stant intermingling through meetings, 
contacts and phone calls,” the media 
director explained. “This personal 
touch we firmly believe in—the close 
buyer - client contact — despite the 
large size of our agency.” 

Buyers handle network buying and 
planning with the assistant media 
director, who makes most of the rec- 
Day-to-day traffic of 
spots is the assistant’s job, along with 


ommendations. 


working with his buyer on spot place- 
ments. 

































Linked directly to the media de- 
partment is the media analysis group 
headed by Art Heller. This unit, 
which works along with the media 
groups in evaluation and research 
projects, is broken into three groups. 


The broadcast 


and print group 
studies more” immediate research 
problems; the qualitative group car- 


ries out long-range projects such as 
investigations of various media serv- 
ices, and the coverage unit analyzes 
station coverage. Many of the media 
trainees start off in this unit. 

The files of the research depart- 
ment are available to the media 
group at B&B, but media research is 
not inherently connected to the media 
department as at nume:ous other 
agencies. 

Starting with three groups, the de- 
partment added number four in 1954. 
The only basic change within the de- 
partment since then occurred in April 
1960 when Lee Rich, then in charge 
of the media department, was elected 
vice president in charge of tv-radio 
programming and media. Under his 
aegis are Lee Currlin, who was raised 
to Mr. Rich’s 


vice president and director of tv- 


earlier position, and 


radio programming Grant Tinker. 
Mr. Rich’s post may be the only in- 
stance of a large-sized agency having 
one man helming both programming 
and media. From this dual-depart- 
ment chair issue B&B’s directions for 
dovetailing the programming and 
media departments—a task some 


(Continued on page 120) 
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Ss“ Caesar, involved in a domestic 
sketch with one of his other nu- 
merous television “wives,” once com- 
mented that the life of a bachelor has 
its blessings of freedom and _ tran- 
quility, but that marriage also brings 
a man something—mortgages, crab- 


grass, leaking roofs, real estate 
taxes... 


What Sid neglected to mention at 
the time was that another factor ac- 
companies marriage and the owner- 
ship of a home that frequently fol- 
lows. The factor, according to a new 
study by The Pulse, Inc., for Televi- 
sion Advertising Representatives, is 
increased tv viewing. 

Perhaps a reason is that home- 
owning families are likely to be 
larger than those renting places in 
which to live—or that the cost of buy- 
ing and keeping up a house leaves a 
family of property with less money 
to spend for a night on the town, but 
the TvAR study shows homeowners 
as a group spend 21 per cent more 
time before their tv sets than do rent- 
ers of apartments or houses. 


Five-City Study 

Computed from separate studies 
made in Cleveland, Baltimore, Bos- 
ton, Pittsburgh and San Francisco, 
the report states 24.6 per cent of rent- 
ers in the five markets used tv during 
an average quarter-hour, 7 a.m. to 
1960. 
Nearly 30 per cent, however, of home- 


midnight, during December 
owners were in the total viewing 
audience (figure 1). On an _ indi- 
vidual-market basis, San Francisco 
showed the greatest percentage—25 
—of homeowners over renting view- 
ers, while Cleveland (22 per cent), 


Pittsburgh (20), Boston (20) and 
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Tv and the mortgagee 


Homeowners view more often 


and longer than do renters, 


TvAR study reveals 


Baltimore (18) 


differences in favor of homeowners. 


all registered plus 


Obvious implications arise at once 
for the advertiser who considers tele- 
vision for such products as garden 
equipment, lawn seed, attic or base- 
ment repairs, heating units and the 
like. But even more favorable por- 
tents are in view from a study of the 
differences in time spent viewing by 
the mortgaged millions vs. renters. 

During the 7 a.m.-midnight period, 
homeowners viewed five hours and 
three minutes, reports TvAR, while 
renters viewed four hours and 10 
minutes. The difference was _ split 
almost equally by day parts, with the 
owners viewing 26 minutes more at 
nighttime and 27 minutes more in 
their 


daytime than property - less 


Viewing: 
home owners vs. renters 





owners 


renters 


home 









counterparts. Percentage-wise, home- 
owners in the five markets again 
showed a 21-per-cent plus difference 
for the entire day. 

In daytime only, homeowners had 
a 25-per-cent advantage over renters. 
The greatest difference appeared at 
8-9 a.m., when 55 per cent more view- 
ing was done by the landed gentry. 
The 7-8 a.m. and 5-6 p.m. periods 
showed 36-per-cent and 33-per-cent 
plus advantages respectively, with all 
other periods up in varying degrees. 
Lowest plus period was 2-3 p.m. when 
the homeowner advantage was still 
12 per cent. 

For the nighttime hours of 6 to 
midnight, the average advantage of 
homeowners over renters in the five 
markets was 18 per cent. Between 6 
and 7 p.m. the percentage figure was 
27, with a gradual drop to 12 per 
cent for the 11 p.m.-midnight period. 

On a market - by - market basis, 
the greatest homeowner advantage 
showed up in Cleveland at 8-9 a.m., 
when a 78-per-cent plus figure was 
registered. The same hour in San 
Francisco gave a 77-per-cent advan- 
tage to homeowners; in Pittsburgh 
the figure was 34 per cent; in Boston 
53 per cent, and in Baltimore 47 per 
cent. 


Children Factor 

As a considerable amount of pro- 
gramming during the early-morning 
hours is aimed at children, cautious 
advertisers might assume an over- 
weighting of youngsters was responsi- 
ble for the greater viewing registered 
While 


probably true to a certain degree, 


by home-owning families. 


homeowners registered substantial 


(Continued on page 121) 
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QUALITY EXCHANGE 

A group of leading broadcasters 
and a major television distributor 
have allied to form the nucleus of a 
unique organization which aims to 
aid the crossbreeding and exchange 
of public-service programming on the 
local level. 

Television Affiliates Corp., the new 
company, unites the facilities and 
experience of Trans-Lux Corp. and 
an Advisory Broadcasting Commit- 
tee. The company was formed in 
order that programs of good quality 
produced locally might secure a 
larger audience than might otherwise 
be possible. 

Any station may subscribe—the fee 
has not yet been determined—and in 
return receive entitlement to use of 
the common pool of programs. The 
only restriction is that only one sta- 
tion in a market will be franchised, 
in order to avoid overlapping of 
shows. 

Any program is eligible as long 
as it is locally produced, is informa- 
tional, cultural or educational, and 
is of more than purely local interest. 
Eventually from 100 to 150 stations 
are expected to subscribe. Queries 
are invited from all local stations. 

Officers of the new corporation are 
Robert Weisberg, president; Richard 
Carleton, executive vice president, 
and Richard Brandt, vice president. 
All three are also executives of Trans- 
Lux, the parent company. Officers of 
the advisory board are: Richard 
Borel, director of tv, wBNs-TV Co- 
lumbus, Ohio, chairman of CBS Net- 
work Affiliates Association; Eldon 
Campbell, vice president and general 
manager, WFBM-TV Indianapolis, a 
Time, Inc., subsidiary; Roger Clipp, 
vice president and general manager, 
radio and tv division, Triangle Pub- 
lications, Philadelphia; Jack Harris, 
vice president and general manager, 
KPRC-TV Houston, chairman of the 
NBC board of delegates; Norman 
Louvau, president and general man- 
ager, KCPX-TV Salt Lake City, a Co- 
lumbia Pictures subsidiary; David 
Moore, president, Transcontinental 


Television Corp., and A. Louis Read. 


executive vice president and general 
manager, WDSU-TV New Orleans. 


DR. B 

When a documentary, cryptically 
titled Dr. B, is shown Tuesday, June 
27, over NBC-TV, it will be a joint 
public-service presentation of the 
Merck Sharp & Dohme Division of 
Merck & Co. and the American Med- 
ical Association. This hour-long spe- 
cial (10-11 p.m.), to be hosted by 
Burgess Meredith, covers in detail the 
day of a real-life family doctor. 
Filmed on location in Flemington, 
N. J., the camera follows “Dr. B,” 
becoming his eyes, seeing his patients 

-in the office, on house calls and in 
the hospital. Through the use of hid- 
den camera technique, a sense of 
reality is sought—real patients con- 
sulting their family doctor to solve 
real problems. 

There are no institutional or prod- 
uct-related intervals at any point dur- 
ing the show. Merck Sharp & Dohme’s 
purpose is strictly to identify with, 
and contribute to, public understand- 
ing of the health professions. The 
Troy-Beaumont Co., Inc., New York, 
acted as consultants and producers 
for Merck Sharp & Dohme. 


PARIS KITTY 
Judy Garland will star in a full- 
length musical animated cartoon 






Film Report 


movie called Gay Purr-ee, to be pro- 
duced by UPA Pictures, Inc. She will 
play the role of Mewsette, described 
as “an innocent house pet who lives 
on a farm in northern France and 
who yearns to turn in her gingham 
and bows for the satin, lace and 
champagne of gay Paris.” Subse- 
quently, Mewsette becomes involved 
in the haut monde of the city of light. 

Henry G. Saperstein, president of 
UPA Pictures, Inc., and co-author of 
the story, said he hoped to secure the 
services of Gene Kelly to play the 
male lead and is dickering with 
Maurice Chevalier for the role of nar- 
rator. Who will play the role of the 
suave Parisian catagonist? Charles 
Boyer, the producers hope. His name 
is Meowrice. Mewsette’s name seems 
to be adapted from the Bal Musette, 
a famed Parisian dancehall celebrated 
in many of Toulouse-Lautrec’s post- 
ers, painted about the time of the ac- 
tion of the movie, 1895. 

Hermione Gingold will play the role 
of a character named Madame. Har- 
old Arlen and Yip Harburg, who did 
the music and words, respectively, of 
Somewhere Over the Rainbow of 
Wizard of Oz fame, will write the 


music and lyrics for the film. 


CORPORATIONS ... 
NTA has given up its option on 
the Home Entertainment Co. pay-tv 


~ fh at 
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Robert Weisberg, vice president of Television Affiliates Corp., answers a ques- 
tion about the newly created subsidiary of Trans-Lux. Others at table (1. to r.): 
Richard Borel, tv director, wBNS-Tv Columbus; Richard Carleton, vice presi- 
dent, Trans-Lux, and Richard Brandt, president of Trans-Lux. 
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system recently demonstrated in 
Hollywood. The move follows upon 
the resignation of Martin Leeds, HEC 
president, from NTA’s board of di- 
rectors. According to Mr. Leeds and 
Charles Glett, NTA’s recent presi- 
dent, the operation of NTA in the 
free-tv area was not compatible with 
that of a company in the pay-tv field. 

America Corp. has purchased 265,- 
000 shares of Republic Corp. com- 
mon stock, worth an estimated $4.5 
to $5 million, from Victor Carter, 
the company’s president. America 
Corp. is an industrial management 
firm, which has Pathé laboratories 
as a subsidiary. No change in man- 
agement is contemplated at present, 
according to the principals involved. 


PRODUCTION ... 

Official Films will produce another 
26 one-hour gate-folds of Playboy's 
Penthouse, the informal variety show. 
Present series, featuring guest stars 
such as Sarah Vaughan, Dave Bru- 
beck and the Limelighters, is now 
running in 22 markets, including Los 
Angeles and Chicago. The series fin- 
ished a run on wor-Tv New York the 
past season. 

The Great Train Robbery, a mod- 
ern version of the classic prototype 
of the western, will be the first pro- 
duction for United Artists by Chris- 
law Productions, a company recently 
formed by Peter Lawford. United 
Artists will handle all theatrical and 
tv distribution for the company, 
which is scheduled to produce at least 
three features and two tv series, with 
a $10-million budget. Robbery will 
star actor Lawford and most of the 
so-called Hollywood rat-pack—F rank 
Sinatra, Dean Martin, Sammy Davis 
Jr. and Joey Bishop. 

Hazel, the Screen Gems series 
based on the Ted Key cartoon, goes 
into production later this month for 
a fall premiere. Shirley Booth will 
play the title role, Don Defore the 
husband. Ford sponsors. 

Warner Bros. is planning five new 
tv series for the 1962-63 season. 
Among them are a horror show, 
based on a 1953 theatrical feature 
released during the 3-D fad, and two 
programs, the pilots of which will be 
shot simultaneosuly with full-length 
features based on the same material. 

















taken from the feature property; 
Black Gold, an adventure program 
based on oil exploration and develop- 
ment, and The Force, a Canadian 
Mounties drama, will have features 
and tv pilots shot simultaneously. The 
other two series are Sweet 16 and 
Battle Zone. 

The National Velvet and Father of 
the Bride series are now in produc- 
tion, with Ruby E. Abel producing. 
Velvet begins its second year on NBC 
this fall; Father comes up for the 
first time. MGM-TV, producer of the 
series, has nearly 40 writers and di- 
rectors milling around the sets—a 
record number of personnel—with 
the total expected to come close to 50. 
The manpower is also employed on 
the Cain’s Hundred and Dr. Kildare 
series. 

David L. Wolper has begun work 
on a half-hour telling the story of 
the late Fiorello LaGuardia—the first 
in a series of 39 tv fact films which 
Official Films will co-produce. Sub- 
jects will cover highlights in lives 
of notable persons. 

Producer Albert J. Cohen has or- 
ganized a new company, Albert Jay 
Productions, for filming of tv and 
motion-picture properties. First tv 
pilot will be a comedy, That's Our 
Girl, created by Seymour Robinson. 

The hour-long March of Dimes film 
to kick off the 1962 campaign is go- 
ing before the cameras at Paramount 
Sunset Studio in Hollywood this week. 
Johnny Bradford is writing the script, 
which Jack Shea will direct. The film 
will be distributed to an estimated 
425 stations for Jan. 23, 1962, airing. 


SALES... 

Rocky and His Friends, Jay Ward 
production, has been purchased by 
Interlingual International, Inc., for 
distribution in Japan. The sale marks 
the 13th made to a foreign market. 

King of Diamonds and Ripcord, 
new Ziv-UA syndication entries, con- 
tinue to chalk up markets, despite the 
drought that has touched other parts 
of the industry. King, starring Brode- 
rick Crawford, is now in 155 mar- 
kets; Ripcord, the sky-diving series, 
will be seen in at least 61. 

Stations in more than 50 cities 
have bought the Dick Tracy Show, 


House of Wax will be the series | 
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130 
featuring the newspaper comic-strip 
detective. UPA, Inc. produced the 
series, giving the script a kind of 


five-minute animated cartoons 


Keystone Cop air of hilarity. The 
show’s comic cops have a time in 
capturing such crooks as BB Eyes, 
Flattop, ltchy and Pruneface. The 
show is designed for family viewing 
in prime time. Dick Tracy, the Ches- 
ter Gould strip, is now syndicated 
to 507 daily newspapers, and the 
idea at UPA, as elsewhere, is that 
one good syndication deserves an- 
other. 

The off-network shows _ being 
pushed by MCA-TV have now passed 
the 50-market mark. The re-titled 
products are Overland Trail, Suspi- 
cion, Riverboat and Cimarron City. 

Screen Gems has sold its post- 
1948 Columbia features to a total of 
30 stations. Significantly, all 30 sta- 
tions have bought all 210 major fea- 
tures in the package. 

Warner Bros. “Films of the *50s” 
are scheduled for color telecasting in 
13 markets. Seven Arts, the distrib- 
utor, says that both Technicolor and 
Warner have cooperated in solving 
the problems of color transmission. 
The “Films of the *50s” package in- 
cludes a total of 42 films in color. 

“The Festival” 


eight motion pictures starring the 


Shirley Temple 
one-time child star, has been sold in 
21 markets since NTA announced 
their availability at the NAB con- 
vention. Remember Curly Top, with 
that song about “the good ship Lolly- 
pop’? Its here, and so are The 
Little Princess, Young People and 
five of the others. 

waBc-Tv New York, which pur- 
chased the Shirley Temple package, 
has also purchased /ntertel, described 
as a “probing series” of 12 hour-long 
documentary programs dealing with 
“nations in transition, the turbulent 
areas of the world and the decisive 
issues of our time.” The /ntertel pro- 
grams are produced by Westinghouse 
Broadcasting Co., the National Edu- 
cation Television and Radio Center. 
the Canadian Broadcasting Corp. and 
Associated-Rediffusion, Ltd. of Great 
Britain. First show of the series is 
The Quiet War was filmed principally 
in South Viet-Nam. 
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PERSONNEL ... 

Leonard Davis, the young (38) 
dissident stockholder who won elec- 
tion to the board of directors of Na- 
tional Theatres & Television, Inc., in 
a proxy fight this spring, has been 
elected chairman of the board, presi- 
dent and chief executive officer of 
National Telefilm Associates, Inc. 
NT&T owns 38 per cent of NTA 
stock. 

Lewis J. Rachmil has been elected 
vice president in charge of produc- 
tion operations of Ziv-UA. Mr. Rach- 
mil joined Ziv-UA in 1959 as pro- 





MR, RACHMIL 


ducer of the Men Into Space series, 
and was made administrator of the 
west-coast office last year. 

Alan S. Englander was appointed 
treasurer of Corinthian Broadcasting 
Corp. He will continue in his current 
post as assistant treasurer of Whitney 
Communications Corp. 

Mel Ferber has announced his 
from CBS 
where he has been a producer-direc- 


resignation Television, 
tor for 10 years. Mr. Ferber is pres- 
ently directing a program for the 
Way Out tv series being produced by 
Talent Associates, and he will free- 
lance other directorial assignments. 

William E. Walsh has joined Wylde 
Films, Inc., as sales manager for the 
industrial department. Previously, he 
has produced other industrial shows 
for such firms as Calvert Distillers, 
Mutual of New York, Seagrams Dis- 
tillers, Schaefer Brewing, Westing- 
house, General Electric and others. 
Also at Wylde Films, Inc., Albert D. 
Hecht has been named an account 
executive. 

John E. Daniel will head the tech- 
nical operations of Trim Telefilm 
Service Corp. He was previously with 
CBS Television as a senior supervi- 





Paul Kalvin 


has joined United Artists Associated 


sory film editor. 


as an account executive. 

Jack Meyer has been appointed di- 
rector of video-tape sales for KCOP 
Los Angeles. Mr. Meyer, previously 
vice president and director of sales 
for Mobile Video Tapes, Inc., will 
supervise the station’s efforts to de- 
velop large-scale commercial and pro- 
gram production. 

CBS Animations has 
three new account executives to its 


appointed 


staff: Charles R. Fagan, who returns 
to CBS after a brief stint as program 
director at Video Tape Productions: 
Robert Foster, formerly with CBS 
Productions, and Jeff 
Maquire, formerly an account execu- 


Television 


tive at CBS Productions and previ- 
ously a tv account executive at BBDO. 

Edward Rinker joins Columbia- 
Gems 


division as account executive. 


Screen commercial-industrial 
Danny Sheelds, Boston radio and tv 
personality, joins Claster Enterprises 
as a sales executive. 

Filmaster, Inc., has added two new 
executives to its sales force: Frank 
O'Driscoll, Official 


Films, as central division manager 


formerly with 


in Chicago, and Robert F. Mahoney, 
formerly an account executive with 
BBDO, in a key post in the New York 
office. Rounding out the sales force are 
Jacques Liebenguth and James 
Strain, regional directors in the mid- 
dle Atlantic and western sales areas. 


COMMERCIAL CUES... 

In a surprise move that may set a 
precedent, a major series of animated 
cartoons will be produced in Canada 
for the first time. Crawley Films of 
Ottawa has been signed by Video- 
craft International of New York to 
produce Tales of the Wizard of Oz, 
a series of 260 five-minute color car- 
toons for world tv release. The series 
Frank 


Baum. Crawley is canvassing Canada 


is based on the book by I. 


for more animators to serve on the 
big project. 

The Primrose Co., which supplies 
music and sound effects for Screen 
Gems properties, has been signed to 
a new long-term contract by the Co- 
lumbia subsidiary. . . . Mitch Leigh, 
president and creative head of Music 


Makers, Inc., has completed about 






























20 tv spots for GMM&B in behalf of 
Sinclair gasoline, particularly Dino, 
the new petrol brand. . . . Skelton 
Studios will tape two one-minute com- 
mercials for Miles Laboratories’ 
Alka-Seltzer and Bactine brands. For- 
mat Films will produce several tv 
commercials for Sealy Mattress Co. 

Florman & Babb, Inc., has an- 
nounced that it will again conduct 
a seminar in animation film tech- 
niques. Thirty leading animation ex- 
perts will instruct during the four- 
day period. Those interested should 
write Charles Lipow, Workshop- 
Seminar Coordinator, c/o Florman 
& Babb, Inc., 68 W. 45th St.. New 
York 36, N. Y. 

Skelton Studios has been retained 
by Cities Service Corp. through Len- 
nen & Newell to tape four one-minute 
tv commercials in color to be used 
on Highways in Melody, a one-hour 
special which will also be produced 
by the Skelton operation. 

Penant, a powdered lemon juice 
developed by the Union Starch & Re- 
fining Co., Columbus, Ohio, will be 
promoted this summer via a series of 
live-action spots produced by Fred A. 
Niles Production, Inc., Chicago. Niles 
has also produced a series of spots 
for SOHIO keyed to the company’s 
cash jackpot in which motorists may 
share by checking their auto license 
numbers at the service station each 
week. McCann-Marschalk of Cleve- 
land is the agency. 


Also at the Niles studios, the 
Neuhoff Co. has gone into animation 
for the first time with a series of spots 
for its new package for Old Hickory 
Meats. . . . Frank O’Driscoll has 
joined Filmaster, Inc., as central divi- 
sion manager, and Robert F. Mahoney 
has been appointed to its New York 
sales force. 

George Ottino has been appointed 
head of the newly created animation 
department of Transfilm-Caravel. 


Leo Salkin, formerly story direc- 
tor for Format Flms, was elected vice 
president of the firm. .. . T. J. Me- 
Manus has resigned from MCA TV, 
Ltd., after six years with the company 
as vice president of International 
Sales. . . . Hal Persons appointed di- 
rector of advertising and sales promo- 


tion of Van Praag Productions. . . © 
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| Mutual of Omaha © Bozell & Jacobs, Inc. 





PHOENIX STUDIOS, INC., New York 


Pressman Toy Corp. © Crestwood Adv., Inc. 
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PECKHAM PRODUCTIONS, INC., New York 





Narragansett 


ERT 


Brewing * DCS&S 
| 











| PELICAN FILMS, INC., New York 


Skippy-Bosco * SSC&B 
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RAY PATIN PRODUCTIONS, Hollywood 





| Parliament Cigarettes * Benton & Bowles 


FILMEX, INC., New York 






Snow Crop * KHCC&A 





GRAY-O°REILLY STUDIOS, INC., New York 





| Peter Pan Foundations * Ben Sackheim 


peter pan 


DOLPHIN PRODUCTIONS, INC., New York 











Sohio Boron ‘Dirt’ © McCann-Marschalk Co. 






AMIMATION, INC., Hollywood 
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Harold E. Wondsel appointed vice 
president for sales and production of 
Greenwich Motion Picture. 


GUILDS... 

Television producers, the only 
creative talent still not cut into the 
re-run melon, will demand residuals 
when their current contract comes up 
for renewal. Decision is an outgrowth 
of the tv Producers Guild annual 
meeting in Hollywood. . . . Officers 
elected were Ben Brady, president; 
Everett Freeman and David Dortort, 
first and second vice presidents; Irv- 
ing Pincus, secretary, and Winston 
O’Keefe, treasurer. 

Nate Monaster has been named 
president of the television branch of 


the Writers Guild of America, West, 


of TV SERVICES 


FILM EQUIPMENT 








$.0.S. PHOTO-CINE-OPTICS, INC. 


formerty $.0.5. CINEMA SUPPLY coRP. 
York City: West 
Hollywood, Calif.: 6331 Hollyweed Bivd., HO 7- 2124 


SALES « LEASING « SERVICE 

The world's largest | ‘source for film production 

Producing, Lighting, 

Famer Recording, Projection, Etc. 

SEND sing QUR HUGE CATALOG ON YOUR 
LETTERHEAD TO DEPT. N. 











CAMERA EQUIPMENT CO., INC. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
LIGHTING EQUIPMENT 
Motion picture and television equipment 
Faas: a% - film editing equip- 
‘ment . pr i u 
RENTALS — SALES 





“— SERVICE 











LIGHTING 








CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Clecle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 











FILM STRIP LABS 





MANHATTAN 
COLOR LABORATORIES, INC. 
SERVING THE PRODUCER 


with 
FILM STRIPS and SLIDES 
CALL TR 3-1919 
210 West 65th St. New York 23, N. Y. 
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as a result of a special run-off elec- 
tion. In the regular election, Mr. 
Monaster and Barry Trivers were 
tied. 


DISTRIBUTION ... 

World of Giants, 13 high-budget 
episodes that border on the edge of 
science fiction, has been put into syn- 
dication by CBS Films, Inc. Marshall 
Thompson, one of the stars, appears 
in the series as a man six inches tall. 

Ziv-UA’s Bat Masterson, goes off 
the network after three years for sale 
to individual stations. It has already 
been picked up in New York, Los An- 
geles and Chicago. Ziv’s Economee 
Division is handling syndication. 

Tightrope, the Screen Gems’ prod- 
uct which played on CBS-TV last 


, year, has been purchased by General 


‘Advertising Directory | 


Electric for 52 weeks of syndication 
in Puerto Rico. . . . Supercar, the 
British-produced marionette series 
discussed in this section June 12, has 
been acquired by wrrx New York. 

. Tom Corridine & Associates has 
acquired national tv distribution 
rights to the series of 39 half-hour 
episodes of Andy’s Gang, starring 
Andy Devine and Billy Gilbert. The 
color series was run several seasons 
ago on NBC. 

Episodes of the ABC-TV series, 
Winston Churchill: The Valiant 


Years, are being made available on 








a free-loan basis to clubs, high schools, 
colleges, veteran groups and other 
business and community organiza- 
tions, Association Films, Inc. is dis- 
tributing. 

Focus on America, a series of 10 
documentaries written, produced and 
presented in prime time by ABC af- 
filiate stations, is being televised over 
the network every other Tuesday. 


PROJECT Ill PACT 
Metro-Goldwyn-Mayer 


last week signed an exclusive contract 


Television 


with Project III Enterprises for pro- 
duction of six tv series in association 
with MGM. 

Project III Enterprises is a newly 
formed company of Blake Edwards, 
Freddie Fields and David Begelman. 

In announcing the pact, Robert 
Weitman, vice president in charge of 
tv for MGM, said the series would 
consist of three full hours and three 
half-hours. Project III will work on 
an exclusive basis with MGM. Among 
the companies for which Project III 
will create tv and motion-picture 
properties are Judy Garland’s, Kings’ 
Row, Ltd., Henry Fonda’s Top Gun, 
Inc., Polly Bergen’s Kam Produc- 
tions and Phil Silvers’ Patrick Pro- 
duction and Tranan Corp. 

Mr. Edwards, who will be execu- 
tive producer of the shows, created, 
directed and produced Peter Gunn. 





wee 





The men behind the cameras are the men behind the wsoc-tv Charlotte, N. C., 
award-winning news coverage. Just returned from the 1961 Southern Short 
Course in Press Photography awards banquet—with awards in every possible 
category—are (l. to r.) George Carras, Mike O'Hara and Fred Barber. Mr. 
Barber was named Southern Tv Photographer of the Year. 























Film Commercials 


DOLPHIN PRODUCTIONS 


Completed: Quaker Oats Co. (Puss ’n Boots 
cat food), Lynn Baker; M. Hohner, Inc. 
(Melodica), Smith & Dorian; Roselux 
Chemical Co. (Rose-X all-purpose cleaner), 
Chalek & Dreyer; Capitol Cities Broadcast- 
ing (promotional), direct; Peter Pan Foun- 
dations (Peter Pan Inner Circle bra; open- 
ing & closing of Rudolph Valentino show), 
Ben Sackheim; Curlomatic Corp. (Tip Top 
hair curlers), Ben Sachkheim. 


ERA PRODUCTIONS, INC. 


Completed: General Insurance of America 
(insurance), Cole & Weber; Coleman Co. 
(lantern, cooler & jug), Potts, Woodbury; 
U. S. Forest Service (Smokey Bear), FC&B. 
In production: DX Sunray Oil Co. (gaso- 
line), Potts, Woodbury; Mars Candy Co. 
(Mars bars), NL&B; Tanner Grey Lines 
(sightseeing tours), Levitt & Brandt; U. S. 
Forest Service (Smokey Bear), FC&B. 


FILM FAIR 


Completed: Ralston Purina Co. (Ry-Krisp), 
GB&B; General Foods Corp. (Jell-O), 
Y&R; Bardahl Oil Co. (Bardahl,) MMH&H; 
Kellogg Co. (Kellogg’s breakfast foods), 
Burnett; California Oil Co. (Chevron), 
Rippey, Henderson; Frito Co. (Fritos), 
EWF&R; Chrysler Corp. (Chrysler cars), 
Burnett; Blitz Brewing Co. (beer), Johnson 
& Lewis; Max Factor & Co. (lipsticks), 
Carson/Roberts; -GM, Delco-Remy Div. 
(batteries) , C-E; Western Oil & Fuel (gaso- 
line), J. W. Forney; Bank of America 
(Bankamericard) , Johnson & Lewis; All- 
state Insurance (insurance), Burnett; Mat- 
tel Inc. (toys), Carson/Roberts; Camp- 
bell’s Soup Co. (beans & franks), NL&B. 
In production: Best Foods Corp. (Skippy 
peanut butter), GB&B; Malto-O-Meal Co. 
(Malt-O-Meal), C-M; Mfg. National Bank 
(bank service), Doner; Bank of America 
(Bankamericard), Johnson & Lewis; Boyd’s 
Coffee (coffee), MMH&H; Mattel, Inc. 
(toys), Carson/Roberts; Kellogg Co. (Kel- 
logg’s breakfast foods), Burnett; Procter & 
Gamble (Jif peanut butter), Gardner. 


GRAY & O’REILLY 


In production: Cheramy Cosmetics, Houbi- 
gant Sales Corp. (Tub-N-Shower), Elling- 
ton; Remington Rand (electric shaver), 
Y&R; Whitehall Labs Div., American Home 
Prods. Corp. (Dristan, Painquellizer, tab- 
lets), Tatham-Laird; White Co. (hams), 
Delroy. 


IMAGINATION, INC. 


Completed: Standard Oil (Chevron gas), 
BBDO; California Chemical Co. (Ortho), 
M-E; Medico (fund drive), direct; City 
Van & Storage (Poly Kleen), Sturges; San 
Francisco Examiner (newspaper), direct. 
In production: Pacific Telephone (Yellow 
Pages), BBDO; San Francisco Federal Sav- 
ings (savings account), Knollin; California 
Chemical Co. (Ortho), M-E; Flair (soft 
drink) , Nor Cal. 


KEITZ & HERNDON 


In production: Lone Star Gas Co. (institu- 
tionals; refrigerator round-up), EWR&R; 
Minnesota Federal Savings & Loan (bank- 


ing services), Kerker-Peterson; KVIL 
(radio), direct; Dr. Pepper Co. (soft 
drink), Grant; Dallas Federal Savings & 
Loan (banking services), Taylor-Nors- 


worthy; Humble Oil Co. (gasoline), M-E. 


PAUL KIM & LEW GIFFORD 


Completed: General Electric (show open- 
ing), BBDO; Downyflake Foods (frozen 
foods), Smith/Greenland; Rowntree Candy 
(Kit Kat), JWT; Shwayder Bros. (Sam- 
sonite luggage), Grey; Ford Motor Co. 
(Mercury cars), K&E; National Biscuit Co. 
(Nabisco party snacks), M-E; Campbell 
Co. (soup), BBDO; General Mills (Trix), 
D-F-S; F&M Schaefer Brewing Co. (beer), 
BBDO; Chase & Sanborn (instant coffee), 
JWT; Topps Chewing Gum (Bazooka), 
Wexton; Endicott-Johnson (shoe sales film), 
Hicks & Greist; U. S. Steel Corp. (inner 
springs), BBDO; Defense Department 
(Armed Forces Day), direct; Post Div., 
General Foods (40% Bran Flakes), B&B; 
Remington Rand (electric shavers), Y&R; 
Warner-Lambert Prods. (Fizzies), Lambert 
& Feasley; Labatt Importers (beer), JWT. 
In production: Labatt Importers (beer), 
JWT; National Aeronautics & Space Ad- 
ministration (Project Mercury), direct; 
Post Div., General Foods (Alpha Bits; 40% 
Bran Flakes), B&B; Goodyear Co., Kudner. 


FRED NILES PRODUCTIONS 


Completed: Milwaukee Gas Co., Cramer- 
Krasselt; Instant Lemon, Baer-Kimbley; 
Montgomery Ward, direct; Pet Milk Co. 
(Sego), Gardner; Sealtest Foods Div., Na- 
tional Dairy Products Corp. (ice cream), 
Henry Senne; IGA Food Stores (grocery 


stores), direct; Quaker Oats Co. (Ken-L- 
Ration), JWT; Quaker Oats Co. (Puffed 
Grains), Compton. 


In production: Langendorf United Bakeries 
(Holsum bread), Long; National Brewing 
Co. (beer), Doner; RCA Whirlpool, Cleve- 
land Distr. (washers), Howard Marks; 
Quaker Oats Co. (oatmeal), Compton; 
Skinner Mfg. Co. (Skinner Raisin Bran), 
Bozell & Jacobs; Southern Star Meats 
(meats), Fessel, Siegfriedt, Dooley & 
Moeller; First National Bank of Chicago 
(banking services), FC&B; Standard Oil of 
Ohio (Sohio oil products), M-M; 
Foods (beans), Y&R. 


PANTOMIME PICTURES 


Completed: State Farm Insurance Co. (auto 
insurance; show opening & closing for Jack 
Benny Show), NL&B; Mishawaka Rubber 
Co. (Red Ball Jets), C-M. 

In production: First National Bank of San 
Diego (auto loans), Ramsey-Phillips; 
American Crystal Sugar Co., W. A. Krause. 


TRANSFILM-CARAVEL, INC. 


Completed: P. Lorillard (Old Golds) , L&N; 
Continental Baking Co. (Wonder bread), 
Bates; Mennen Co. (Brake), Grey; Con- 
solidated Cigar Corp. (Muriel cigars), 
L&N; Goodyear Tire & Rubber Co. (Good- 
year tires), Y&R; R. J. Reynolds Co. 
(Camels), Esty; P. Ballantine & Sons 
(Ballantine ale), Esty; U. S. Steel Corp. 
(high-voltage towers), BBDO; Nestle Co. 
(Nescafe), Hayhurst; Ford Motor Co. 
(Mercury cars), K&E; General Electric 
(refrigerators) , 
Co. (Pepsi-Cola), BBDO; Minute Maid 
Corp. (orange juice), Bates; Crown-Zeller- 
bach Corp. (Zee towels), C&W; Whitehall 
Labs. Div., American Home Prods. (Biso- 
dol) , SSC&B; Lionel Corp. (Lionel trains), 
Grey; Schick, Inc. (electric razors) , NC&K. 
In production: Johnson & Johnson (baby 
products), Y&R; Pepsi-Cola Bottling Co. 
(Pepsi-Cola), BBDO; Whitehall Labs. Div., 
American Home Prods. (Infra Rub), 
SSC&B; Colgate-Palmolive Co. (Fab, Sani- 
Flush), Bates; Sun Oil Co. (Sunoco), 
Esty; Revlon, Inc. (Living Curl), Warwick 
& Legler. 


Hunt | 


Y&R; Pepsi-Cola Bottling | 
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State of North Carolina * Bennett Adv. 


WYLDE FILMS, INC., New York 








Topps Chewing Gum * Wexton 
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BUBBLE GUM 


PAUL KIM & LEW GIFFORD, New York 








Volvo © Sind & Sullivan 


Le TAPE PRODUCTIONS, Hollywood 








ANSEL FILMS, INC., New York 





Whitehall Laboratories * Young & Rubicam, Ltd. 
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Created by Bozell & Jacobs, Inc 


This threat on your street threatens us all. Any fall-off in the demand for your 
goods and services hits our entire economy. It hurts employment ...spending power ...and the tax money for the massive 
business of local and national administration. It hurts the incentive of the coming generation who will need to find oppor- 
tunity in our private enterprise system. The Advertising Federation of America and the Advertising Association of the West 
recognize the responsibility of advertising — the mass-selling tool — to prevent threats of business decay like this from hap- 
pening on any American street. AFA-AAW’s 180 advertising clubs conduct clinics to make that selling-tool more effective; 
they fight false advertising so your honest ads may reach a public who trusts you; they speak for the principles of advertising 


in small towns and in every U.S. city, including Washington, D. C. Join AFA-AAW. Help in their work of helping you. 


PREPARED BY 
THE ADVERTISING FEDERATION OF AMERICA 
655 MADISON AVENUE NEW YORK 21, NEW YORK 
FOR THE AFA AND 


THE ADVERTISING ASSOCIATION OF THE WEST 


FERRY BUILDING - SAN FRANCISCO 11, CALIFORNIA 


The Advertising Federation of America and the’ Advertising Association of the West and their 60,000 members marshal the forces of the advertising 
industry to protect its freedoms, to promote education in, for and about the profession, and to conduct public service activities through its media. 
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TELEVISION AGE 


he news that spot tv in the first 
quarter of this year was down 
about two per cent from the same 
quarter in 1960 was surprising, of 
course, but a number of spot repre- 
sentatives checked seem to feel the 
second quarter will be far enough 
above last year’s to put things back 
on an even keel. And, lest cries of 
gloom and doom be raised, it might 
be wise to check some advertiser 
trends as recently noted by the Tele- 
vision Bureau of Advertising. 
Billings of record size are expected 
this year in several fields, notes TvB 
in the gasoline and soft-drink areas, 
to name two. The basis for the great 
expectations: gasoline spot volume 
rose from $22,890,000 in 1959 to 
$24,338,000 in 1960, and 
the defection of Shell—activity con- 
tinued strong during this year; spot 


even with 





in the soft-drink arena was up some 
$540,000 in 1960 over the preceding 
year, making for a total industry- 
wide figure of $11.6 million, with the 
Pepsi-Coke intensified conflict, the re- 
turn of Cott and other factors making 
1961 look extremely good thus far. 
On toys, spot in 1960 moved up 15 
per cent to $5,203,000 from $4,530.- 
000 the previous year, and the success 
of most of the entries in the field is 


expected to spur new advertisers to 
try their luck—Eldon Industries, for 
example, is one new firm already to 


June 26, 1961 


a review of 
current activity 
in national 
spot tv 


True, while 


announce big plans. 
many of the big names such as Ideal 
and Remco are joining Mattel and 
Colorforms on the network route, 
there appear to be enough small- 
budget newcomers ready to fill in 
any spot openings. 

Last year’s spot billings from brew- 
ers were up from $42.9 million in 
1959 to $43.8 million, with increased 
baseball activity this year expected 
to boost the annual figure still higher. 
P. Ballantine, which put $1.3 million 
in spot last year and only $100,000 
in network, will have a major switch 
when it becomes a regular network 
sponsor of the Mitch Miller program 
this fall. Any reductions in Ballan- 





At North Advertising, Inc., Chicago, 
Betty Lavaty buys time for the Toni 
Co. products handled by the agency. 








REPORT 


tine’s spot outlays, however, will more 
than likely be offset insofar as the 
totals are concerned by heightened 
spot expenditures elsewhere. 

And, for the record, TvB reports 
increased use of spot by numerous 
wax companies, (Simoniz, Du Pont, 
Union Carbide), by confectioners 
such as Wm. Wrigley and Food Man- 
ufacturers, Inc., and by many more. 

Most stations, as well as the sales 
representatives, are looking to the 
finalization of the 40-second break 
to stir new interest in spot. The recent 
history of the medium would indicate 
that interest is high—any additional 
push from the 40-second break won’t 
provide necessary resuscitation for a 
gasping patient, but will help a rising 
medium move even higher. 


Among current and upcoming spot 
campaigns from agencies and adver- 
tisers across the country are the fol- 


lowing: 


ALBERTO-CULVER CO. 
(Compton Adv., Inc., Chicago) 
At press time, buying was still under 
way for the widespread spot campaign 
noted here May 29, with filmed minutes 
being set in various national markets 
toward a total of 40. Starts are 
immediate and the placements continue 
to year-end. Cecilia Odziomek and Alex 
Ostfeld are the buying contacts. 
(Continued on page 56) 
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If you want to “dress up” your 
sales figures in the Johnstown- 
Altoona market, you couldn’t make 
a better buy than WJAC-TV! Both 
ARB and Nielsen show that more 
people watch WJAC-TV than any 
other station. And advertisers’ sales 
figures show that these people who 
watch WJAC-TV also come forth 
and buy the products they see ad- 
vertised. Make a change for the 
better for yourself in the Johns- 
town-Altoona market---showcase 
your products on the station pur- 
chasing people watch, WJAC-TV! 


For Complete Details, Contact: 


HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 





JOHNSTOWN - CHANNEL & 
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Rep Report 


In a major expansion move, H-R 
Television, Inc., and H-R_ Repre- 
sentatives, Inc., raised six television 
executives to new posts. 

Jack H. White (1.), formerly 
eastern sales manager, was promoted 
to the newly created post of na- 
tional tv sales manager. John T. 





MR. WHITE MR. BRADLEY 


Bradley (r.), previously Chicago tv 
sales manager, was named midwest- 


ern sales manager—also a new title. 


Art Berla, Cal Cass, Al Ritter and 
Robert Mandeville—all veteran ac- 
count executives with H-R_ Tele- 
vision—became assistant sales man- 
agers in charge of special projects, 
systems and procedures, eastern tv 
stations and western tv stations, re- 
spectively. 


Charles T. Dempsey, last with 
Headley-Reed Ty for four years, 
moved to Petry Television’s New 
York headquarters. He formerly was 
program sales coordinator at WLW-D 
Dayton. 


John T. King (1.), was named 
manager of the Boston office of the 
Katz Agency, Inc. He previously 
was New England manager for 





Pp 
(| 


MR. KING MR. SHAW 


Peters, Griffin, Woodward, Inc. In 
the Katz Chicago office, William H. 
Shaw (r.), was added as an ac- 
count executive, moving to the rep- 
resentative from a post with NBC 
Spot Sales. 


Byron Goodell, formerly manager 
of the eastern division tv sales staff 
of NBC Spot Sales, was appointed 


national director of tv sales for the 
firm. He replaced Ed Jameson, re- 
signed. Additionally, tv. salesman 
Jack Treacy was shifted by the rep- 
resentative from Detroit to Chicago. 

Storer Television Sales, Inc., con 


tinuing its organizational build-up, 


announced the names of two new 





MR. GOLDSMITH MR, MASON 


office managers and a manager for 
west-coast sales. In Detroit, James 
E. Goldsmith (1.) was appointed 
ofice manager, coming to the re- 
cently formed rep from a_ position 
as vice president and sales managet 
at KPLR-TV St. Louis. J. William 
Mason (r.), with the Atlanta office 
of NBC Ty Films for the past three 
years, will manage the Storer office 
in the Georgia city. 

Martin Davis, most recently with 
Grey Adv. Agency, Inc., as media 
buyer on Greyhound, P&G and 
others, joined National Time Sales 
as an account executive. His previ- 
ous experience includes posts with 
the Katz Agency and Benton & 


Bow les. 





MR. FLYNN 


Henry R. Flynn moved from a 
post as vice president and general 
manager of Crosley/Brown Produc- 
tions to Storer Ty Sales as west- 
coast sales manager, overseeing 
activity from the representative's 
Los Angeles and San Francisco 


offices. 






























The Buyer Talks About .. . 


RATE INCREASES AND PROTECTION 


The people over at NBC-TV woke up last month to a long-standing 
inequity in the business and announced a new method of applying six 
months’ rate protection on station rate increases. This corner is all in 
favor of the new set-up—and fervently hopes it will be adopted through- 
out the industry by all stations. 


Briefly, NBC-TV put an end to the standard practice of announcing 
a station rate increase to become effective on 30 days’ notice, with the 
existing lower rate applying for six months to advertisers using the 
station prior to the effective date of the increase. Under such a system, 
two advertisers using the station at the same time would pay different 
rates—the “older” client would get a lower rate. 

It’s understood that some clients—particularly those not used to the 
complexities of media buying—might resent a competitor getting “a 
break” on a purchase, but the chief reason for the network’s change was 
merely to simplify accounting and budgeting procedures. Under the new 
system, all station rate increases will be announced six months before 
they become effective. On the effective date of increase, all advertisers 
will pay the new rate. Simple. Fair. Workable. 

So simple, fair and workable, in fact, that every station in the country 
should think about adopting a similar policy—for one of the chief 
problems involved in rate increases now is that stations just don’t think 
alike. As they do with rate cards, plans and the rest of life’s little intri- 
cacies, stations have many variations on their rate-protection policies. 
Right now the trend is toward less protection, with perhaps 50 per cent 
of the stations giving only three months—and a number of stations 
even less. 

While the business of two current advertisers paying different rates 
shouldn’t bother any knowledgeable buyer or advertiser, only three 
months’ protection should. It just isn’t fair to set any kind of schedule 
that runs beyond 13 weeks and find rates are going up before the thing 
expires. Then you’ve got the whole business of notifying the client of 
the increases and asking for more money to keep the same schedule. 
If the money can’t be had, you have to revise the budget to stretch as 
well as you can—which not only involves work, but generally means the 
advertising effort will be less than what was originally planned on for 
most efficiency. 

Almost any station, it seems to us, knows six months in advance that 
its going to raise its rates. Some stations will boost theirs quickly 
when a competitor in the market announces an increase, but there should 
be some facts and figures to justify it. It’s the station that shows 
a disregard of its advertisers’ carefully-thought-out plans—and offers less 
than three months’ protection—that’s going to be figured by the buyer 
as a little too sure of itself . . . and is going to be canceled. 

Sure, it’s rough for a station to wait patiently for six months while 
the competition’s higher rates bring in more dollars, but patience may 


pay off in the long run by keeping a satisfied advertiser on the station. 
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Super Salesmen! 


@ Friend of mine up in Anderson 
who's a district sales manager for 
a national company was at our 
house the other Sunday, bubbling 
with enthusiasm about a new 
salesman he just hired. This new 
man was picked from a neighbor- 
ing city to cover that area on be- 
half of the company. 

“He knows just about everyone 
and they know him,” was my 
friend's comment. “And he doesn't 
have to waste his time introducing 
himself.” 

One of the first principles of sales 
is selling yourself—a respected 
salesman is well on his way to get- 
ting results. How like the opportu- 
nities in local spot television. 

We have locally known, respected 

and loved personalities on Chan- 
nel 6 whose identity with your 
product means the same advan- 
tages for you and your sales mes- 
sage... “he knows just about 
everyone and they know him.” 
Their popularity and their sales 
records have long been estab- 
lished. They know the market, they 
know the customers, they speak 
their language and they know how 
to sell them. 

Like my friend in Anderson, a 
number of other national compa- 
nies have discovered the advan- 
tages of locally known and re- 
spected salesmen. KATZ and |! 
would be glad to introduce you to 
our personalities who, with the 
electronic magic of television's 
double-impact sight-and-sound, 
demonstrate selling can produce 
results for you... right here 
on Channel 6! 

































































Represented 
Nationally by 
The KATZ 
Agency 


CHANNEL 


WFBM-v 
INDIANAPOLIS 


BASIC NBC-TV AFFILIATE 


A Service of TIME-LIFE Broad 
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WLBC-TV 


MUNCIE 


Middletown, U.S.A. 


WLBC-TV 


MUNCIE 


Crossroads of the Middle West 


|WLBC-TV 


MUNCIE 


Cross-section of the nation 


WLBC-TV 


MUNCIE 


Test Market, U.S.A. 
and the Gateway to Sales 
in “the heart of Indiana” 


WLBC-TV 


Muncie, Indiana 


56 June 26, 1961, Television Age 


Spot (Continued from page 53) 


APSCO PRODUCTS, INC. 
(Nides-Cini Adv., Inc., Los Angeles) 
For its APSCO pencil sharpeners, this 
firm plans an August back-to-school spot 
campaign in 20 markets—Los Angeles, 
Boston, Philadelphia, Pittsburgh, 
Washington, Atlanta, Cleveland, Detroit, 
Chicago, Denver, Salt Lake City, San 


Francisco, Seattle, Portland, New Orleans, 
Milwaukee, Kansas City, Dallas-Ft. Worth, 


St. Louis and Minneapolis-St. Paul. The 
schedules of kid-show announcements 
will run four weeks. Media director 
Angela Arsen is the contact. 


BALL BROTHERS CO. 
(Applegate Adv. Agency, Muncie, 
Ind.) 





Agency Adds 


Earl T. Rowan was named busi- 
ness manager of the tv-radio depart- 
ment at Cunningham & Walsh, Inc. 
He has served the agency for the 
past two years after moving from 
the tv-radio business department of 
Benton & Bowles, Inc. 

Wilford Thunhurst, tv-radio pro- 
ducer for Erwin Wasey, Ruthrauff & 





Ryan, Inc., in New York for the past 
two years, was appointed tv-radio 
director for the Pittsburgh office. 

John Cuff was named chairman 
of the board of Benton & Bowles, 
Ltd., succeeding Kenneth Robinson, 
retired, who founded Lambe & 
Robinson, the agency which early 
this year became the British arm of 
Benton & Bowles, Inc. Arthur Tyler, 
director of media, assumed the title 
of vice chairman, finance and office 
administration. 

Frederic Karch, formerly program 
manager for wcau Radio Phila- 
delphia, joined Ball Associates, that 
city, as account executive for tv- 
radio. 

Donald A. Frankman transferred 
from the Detroit office of Campbell- 
Ewald Co. to the agency’s Holly- 
wood office as associate tv produc- 
tion director. 











A new campaign from this famed maker 
of home-canning jars and caps got 

under way this month in southern states 
and is moving north with the canning 
season. Daytime minutes are used in 
women’s programs, July 10 is the start 
date for markets in Virginia, North 
Carolina and Tennessee, with Iowa, 
Missouri, Michigan, Wisconsin and other 
states added later in the month. Schedules 
run about eight weeks, using 10 plans 
or higher. Account executive Lester 
Johnson is the contact. 


BARCOLENE CoO. 

(Silton Bros., Callaway, Inc., Boston) 
A check on BLEACH TABS and other 
cleaning products from this New England 
firm revealed that most of the schedules 
in the markets used in New England 
and a few northeastern states wound 

up this month, and that plans were just 
beginning to be laid for fall. All media 
is considered, but the word was that the 
September activity would “probably” be 
similar to what’s been done before. 
Marie Kachinski, media director, is the 
contact. 


CHUNKY CHOCOLATE CORP. 
(J. Walter Thompson Co., Inc., N.Y.) 
At press time this candymaker was 
reported beginning to lay its fall plans 
and was looking into minute availabilities 
in top-rated children’s programs. The 
firm’s usual market list covers about 30 
areas, with 13 weeks of spots running 
from a September start. Carrie Senatore 
is the timebuyer. 


CONTINENTAL OIL CO. 

(C. E. Frank, Inc. Chicago) 
CONOCO, a user of syndicated programs 
and local programming in the 
male-audience category, reportedly is 
looking for five- and 10-minute 
news/weather/sports programs throughout 
its 28-state distribution area. Buys would 
begin in fall for 52 weeks. Paul Hansen 
is the buying contact. 


CONTINENTAL WAX CORP. 
(Product Services, Inc., N.Y.) 

While its New York activity on 
SIX-MONTH floor wax has been less than 
noisesome of late, the product has been 
getting continued exposure in other 
areas, with the west coast opened up 
this spring via saturation placements 

in California and elsewhere. Fall plans 
call for a re-entry into New York and 

a multi-market campaign introduction of 
COOL MAGIC, a new cold-water liquid 
soap for fine fabrics. Ben Pettick is the 
timebuyer. 


COTT BEVERAGE CORP. 
(Riedl & Freede, Inc., Clifton, N. J.) 
As prophesied here March 6th, this soda 
firm returned early this month to tv 

after several years out of the medium. 
Filmed minutes, 20’s and ID’s are running 
about 13 weeks in New York, New Haven, 
Hartford and Springfield, Mass., with a 
few other stations reported set. Frequencies 
vary from 10 to 50 spots per week, 
depending on the market. The heavy 
campaign is being utilized to introduce a 
new Cherry Cola flavor primarily. Media 
director Tom Flanagan and buyer Lorraine 
Schultz are the contacts. 


(Continued on page 58) 
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hose wrong-thinkers who believe 

advertising people enter the field 
not because they enjoy the work but 
for the financial rewards to be gained 
therein, might take a close look at 
Fred Bruns of the Bruns & Hodgson 
in New Haven. Not that the 
executive is being slighted from a 
monetary standpoint—but if ever a 


agency 


man were enjoying his job, Mr. Bruns 
is that man. 

Currently his job consists of selling 
Skip-Sticks, Silly Putty, Yo-Yos and 
a variety of oddly named products 
that keep youngsters entertained. 

“Too many people still think a toy 
manufacturer must do 70 per cent of 
his business at Christmas and coast 
the of the year,” stated the 
veteran advertising man (with Fed- 
eral and Ruthrauff & Ryan of yester- 


rest 


year, more recently with Berming- 
ham, Castleman & Pierce). “They 


haven’t discovered that with television 
to keep a product exposed to the chil- 


- FREDERICK C. 


BRUNS 





dren, and the right toys, you can sell 
at any time of the year. 

“You can’t look at markets accord- 
ing to lines and circles on a map,” he 
says. “You must go into each and 
investigate who the kids watch and 
believe. You must see how many 
drugstores, supermarkets, jobbers and 
distributors are available to carry the 
merchandise to the kids. My staff and 
I have visited more than 50 markets 
to learn best how to place a cam- 





paign. With jets, nobody needs a 
branch office on the coast—you can 
fly from New York for a meeting in 
Los Angeles and be back in 
office the next morning.” 
Moving Silly Putty from market- 
to-market, the agency's success at- 
tracted other toymakers. (“We 
but 
concentrating on this exciting field at 
present.” ) Taking on Duncan Yo-Yos 
(highly popular a decade ago, but in 
semi-retirement since), 


your 


have 


non-toy accounts as well, I'm 


the agency 
placed a New York campaign that not 
only sold hundreds of thousands of 
Yo-Yos, but won the account’s nation- 
al business for Mr. Bruns. 

Several of Mr. Bruns’ 
game” 
for emergencies and let the live kid- 
show personalities sell the toys; 


“rules of the 
: save your film commercials 


test 
each new item in one or two markets 
before expanding; that 
kids will turn down a toy if it doesn’t 
have play value. The father of two 
sons and a daughter, Mr. Bruns lives 


in Forest Hills, New York. 


remember 








at WGY |. in difference 


between being listened to 
and just being heard is the 


difference between selling 





and not selling. People listen 
to WGY for its personality 





programming.* From sign on 











to sign off....WGY sells. 


*Charles John Stevenson, one of radio’s 
truly “‘old school” philosophers, humorists 
and salesmen, captures the early morning 
audience. Bill Edwardsen, named “‘Radio 
Man of The Year” in 1960 by the area’s 
most outspoken critic, follows with good 
music, humor and useful information. 
At 9:30 a.m., Martha Brooks, 25 year 
WGY veteran, follows with 30 minutes 
of talk on everything from politics to 
pickles. Erudite Joe Roulier fills the 
balance of the morning followed by Don 
Tuttle’s award winning Farm Paper of 
the Air. The afternoon brings more of 
Joe and Bill followed by Herb Koster’s 
solid 15 minute sports report. Early 
evenings are in Leon Kelly’s capable 
hands with an unusual mixture of stories 
and music. Add to these the authority of 
weatherman, Howard Tupper; jazz ex- 
pert, Dave Kidd; concert host, Bob 
Stone; and news-in-depth reporter George 
Marriott, and it’s easily understandable 
why people in Northern New York and 
Western New England listen to WGY. 
This is personality programming. 


WG 





982-21 


810 KC, 
90 KW 





A GENERAL ELECTRIC STATION 
ALBANY + SCHENECTADY - TROY 


Represented nationally by Henry |. Christal Company 
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for 
COMMERCIAL | 


WDEF-TV 


Delivers the THREE Most 
Important Ingredients: 


MORE FLEXIBLE... 
= New Rate Card Plans 


2 INTEREST in Client's 
@ Merchandising Needs 


3 CASH Register 
® Ringing Sales 


Your Spot is Worth More 





CHATTANOOGA 


“SUNNY” DELIVERS 


210,000 


HOMES DAILY 












In this ever ex- 
panding, ‘buy- 
happy’ market, 
“Sunny” delivers 
your message to 
210,000 TV 
homes daily! And 
does it at the 
lowest cost per 
thousand! 


CHANNEL 38 
TAMPA. ST. PETERSBURG 
Natl. Rep: VENARD, RINTOUL - 


& McCONNELL 


S.E. Rep: JAMES S. AYERS (NCS #3) 
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| in other areas and will move 
| Chicago at Labor Day, 





wee, R ECI PE Spot (Continued from page 56) 
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a YO-YO CO. 

(Bruns & Hodgson, New Haven) 
Having successfully run a New York 
saturation campaign on Yo-Yos that sold 
hundreds of thousands of the toys, the 
agency was named to repeat the drive 
into 

with 20 markets 
or more contemplated to be reached by 


| next summer. Market-by-market techniques 


| five-minute 


are to employ placements of live 
kid-show minutes, accompanied by a 
“program” buy during which 
a Yo-Yo contest is aired. National winners 
are to receive Disneyland trips and 
college scholarships. Agency executive 


| Fred Bruns is the contact. 


EMENEE INDUSTRIES 
(Dunay, Hirsch & Lewis, Inc., 


While it recently announced its 
sponsorship of a regularly scheduled 
weekly participation-quiz show for children 
(On Your Mark, to be seen this fall 

on ABC-TV Saturdays), this maker of 


nay 


| musical instruments is also planning a 


| September start is planned. 


supplementary spot campaign for fall in a 
number of top markets. Exact scope 

of the schedules is not known, pending 
finalization of network line-ups. A late 
Fran Oster 
is the buying contact. 


GULTON INDUSTRIES, INC. 
(Compton Adv., Inc., N.Y.) 


| Having recently appointed Compton to 


its account, this maker of LIFE-LITE 
rechargeable flashlights plans a tv 






campaign this fall involving both network 
and spot tv—with the accent probably 


on spot. Promoted primarily as a 
Christmas gift item, the flashlights 
received their first spot exposure in a 
holiday campaign two years ago when 
filmed minutes ran about six weeks from 
a mid-November start. Mark Zizamia is 
timebuyer on the new account. 


GENERAL MILLS, 
(Knox Reeves Adv., 
Minneapolis) 

Early next month a 12-week campaign 
kicks off in eastern markets on BETTY 
CROCKER instant potatoes, with 
additional areas to be added in a westward 
movement. Filmed day and night minutes 
will run. Phil Archer is the timebuyer. 


INC, 


Inc., 


LEHN & FINK PRODUCTS 
CORP. 


(Ted Bates & Co., Inc., N.Y.) 


In spite of the fact that this account 
was resigned by the agency and moves 
out at the end of next month, new spot 
schedules on NOREEN hair coloring are 
set to begin next week. Filmed night 
minutes will continue to supplement 
network exposure and add extra weight 
in top markets until early September. A 
large group of national markets is 
employed. Brendan Broderick is the 
timebuyer. 


LEVER BROS. 
(J. Walter Thompson Co., Inc., 


Returning 
of the 
the year, 


N.Y.) 
at issue date for another one 
brief flights it’s using throughout 
STRIPE toothpaste re-enters 





New Station 
KSLN-TV Salinas, Kan., channel 34, 
began operations June 4. The sta- 
tion has installed an Alford antenna 
on an existing 221-foot tower and 
a 5 kw GE 
» Gleason is genera] mana- 


$250. 


is using transmitter. 
Melville I 
ger. Base hour: 
New Representatives 

KJEO-TV Fresno, Calif., appointed 
the George P. Hollingbery Co. as 
its national representative, effective 
immediately. 


Rate Increases 

ABC: 
KCEN-TV Temple, Tex., 
to $400, effective June 1. 


from $350 


KoatT-tv Albuquerque, from $300 
to $350, effective July 1. 

KONO-Tv San Antonio, from $800 
to $875, effective July 1. 

WGEM-TV Quincy, Ill., from $525 
to $575, effective Dec. 1, 1961. 

wHBF-Tv Rock Island, Ill, from 


$950 to $1,050, effective June 1. 
wsFa-Tv Montgomery, Ala., from 
$500 to $575, effective Dec. 1, 1961. 





Buyers’ Check List— 


CBS: 
KRLD-TV Dallas, Tex., from $1,525 
to $1,600, effective June 1. 
wrsc-tv Altoona, Pa., from $700 to 
$1,000, effective June 15. 
NBC: 
KFDx-TV Wichita Falls, Tex., from 
$375 to $425, effective Dec. 1, 1961. 
WGEM-TV Quincy, IIl., from $525 
to $575, effective Dec. 1, 1961. 
wyHG-Tv Panama City, Fla., from 
$100 to $200, effective Dec. 1, 1961. 
WLW-T Cincinnati, from $1,600 to 
$1,750, effective Dec. 1, 1961. 
wsFA-TV Montgomery, Ala., 
$500 to $575, effective Dec. 
WTOL-TV Toledo, 
$1,050, effective 


from 
1, 1961. 
from $950 to 


June 1. 


Station Changes 
KBLL-TV Helena, Mont., 
Extended Market Plan _intercon- 
nected affiliate of CBS, effective June 
1. Hour rate: $50. 

KTtvc Ensign, Kan., became an 
Extended Market Plan _intercon- 
nected affiliate of CBS, effective June 
4. Hour rate: $100. 


became an 














d 








a fair-sized group of markets across 
the country. Filmed minutes in night and 
day slots will continue for three weeks. 
Len Clark is the timebuyer. 


THOMAS J. LIPTON, INC. 
(SSC&B, New York) 

With the instant product having been 
active over the past month as schedules 
were set, regular LIPTON tea returns 
early in July for another flight in about 
a dozen markets. Filmed minutes and 
ID’s in day and night time periods will 
run four weeks. Bob Anderson is the 
timebuyer. 


LUCKY LAGER BREWING CO. 
(McCann-Erickson, Inc., San 
Francisco) 

Not listed in these columns for several 
years. LUCKY LAGER beer was noted 
lining up some 30 western markets to 
get under way shortly with 13 weeks of 
minutes, 20’s and ID’s in nighttime and 
week-end day periods. Marian Monahan 

is the buying contact. 


MALT-O-MEAL CO. 
(Campbell-Mithun, Inc., 
Minneapolis) 

As reported here May 29, this cereal-maker 
is actively lining up 25-30 midwestern 
markets for its fall campaign. The 
primary ammunition is filmed minutes 
in and around children’s programming, 
with a late September start on the 
20-week schedules: Rudi Marti is the 
buying contact. 


MILES LABORATORIES, INC. 
(Wade Adv, Associates, Chicago) 


A new product from this maker of 
BACTINE (which is pitched to kids 
via spot minutes as a non-stinging 
antiseptic) is BACTINE CREAM, 
currently testing in selected markets. 
The product, according to a New York 
company spokesman, isn’t yet available 
in the east. Media associate Andy 
Anderson is the contact. 


MINUTE MAID CORP. 
(Ted Bates & Co., Inc., N.Y.) 


Noted here last issue as testing a new 
dietary food product, the famed 
orange-juice company has a frozen 
confection called PUSH-UP BAR that 
its unveiling this summer in a small 
group of selected markets. Kid-show 
minutes got under way late this month 
for four-week runs. Chet Slaybaugh is 
the timebuyer. 


NESTLE CoO. 
(Van Sant, Dugdale & Co., Inc., 
Baltimore) 


With Nestle having recently acquired a 
Baltimore food firm long served by 

Van Sant, Dugdale, the maker of Nestea 
and other products placed a new 

soft drink mix, KEEN, at the agency. 
Testing is under way this summer in four 
areas, although spot tv is being used 
only in Tucson and Chattanooga. 
Filmed minutes in kid shows and dance- 
party programs reach the youngsters 
and teen-agers, while late-show 
announcements are used to corral the 
parents. The powdered drink is available 
in four flavors. Mrs. Rita Eastman is 

the buying contact. 





WILLIAM PEARSON CO. 
(Fletcher Richards, Calkins & 
Holden, Inc., N. Y.) 


A campaign on a new product from this 
England-based firm recently ran on three 
outlets in New York for a brief period. 
The product is a household cleaner, 

OVEN STICK, with filmed minutes 
featuring Hermione Gingold used. Results 
of the schedule are being checked currently 
—a successful effort could mean a 
market-by-market expansion of the product 
next fall. Frances John is the buying 
contact. 


PHILLIPS-VAN HEUSEN CORP. 
(Grey Adv. Agency, Inc., N.Y.) 
Having become an important spot-user in 
the past year, VAN HEUSEN shirts 

have already announced fall plans for 
schedules in 125 markets to promote a new 
wash-wear shirt. Films featuring tv 





personality Bert Parks and singer- 
comedienne Jane Connell will run. Jerry 
Rettig is the timebuyer. 


PROCTER & GAMBLE CO. 
(Grey Adv. Agency, Inc., N.Y.) 

At the middle of the month, DOWNY 
Fabric Softener started some new runs 
of day and night minutes in a good-sized 
group of national markets. As with most 
P&G placements, the schedules will run 
for the company’s contract year. Dorothy 
Houghey is the timebuyer. 


QUAKER OATS CO. 

(Compton Adv., Inc., Chicago) 

A repeat campaign on FUL-O-PEP 
poultry and livestock feeds starts early 
next month in 12 scattered markets of 
farm-community nature. Minutes, as well 
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PUSH 





You know that it’s the extra push that makes the difference 
between an average campaign and a “Red-Letter Success.” 
You get that EXTRA PUSH when you buy WOC-TV. 
WOC-TV effectively specializes in co-ordinating and mer- 
chandising your buy at every level — the broker, whole- 
saler, direct salesman, key buyer as well as the retail outlet 


This “togetherness” sells products in the nation’s 47th TV 
market. More than 2 billion dollars in retail sales ring on 
the retailer’s cash register Over 438,000 TV homes are 
within the 42 counties of WOC-TV’s coverage area. 


Col. B. J Palmer 
VICE-PRES. & TREASURER 
DD. 


EXEC VEPREe «SC TO «the National Advertiser, 

“ih Emer WOC-TV offers the greatest 

RESIDENT MANacen amount of local programming— 

over 33 hours each week — and 

the finest talent in the area put 
these programs across. 
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BETTENDORF 


Your PGW Colonel has all the 


channe! facts, figures and other data as 
MOLINE 


EAST MOLINE — 


PETERS. GRIFFIN, WOODWARD, INC 
EXCLUSIVE NATIONA’ REPRESENTATIVES 
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as five- and 10-minute farm news and 
weather programs, will run 26-52 weeks, 
depending on the area. Joyce Sagerman 
is the contact. 


SAVANNAH SUGAR REFINING 


CORP. 
(Burton E, Wyatt & Co., Atlanta) 


For its four-state marketing area, this 


sugar firm has picked up Ziv-UA’s Ripcord 


on wesc-tv Charleston and wcys-TV 


Bristol-Johnson City. Other major markets 


—four to six in number—are expected 
to be cleared for the half-hour series. 
The show goes into general release in 
October. Agency head Burton Wyatt is 
the contact. 


WTRF-TV jou 





JET AGE DEFINED: Breakfast 
in London, lunch in New York, 


. dinner in San Francisco and 
Lm baggage in Buenos Aires. 
a wtrf-tv Wheeling 


T. R. Effic! OFFICE GAL: "Do you think 
a seismic explosion can cause 
enough vibration to bring on a_ rain?" 
MITCH: "I don't know much about that, but 
I've seen a shotgun bring on a_ shower." 
(One for the Story Board file of Howard 
"Cooper Tire'' Mitchell and we'll keep ‘em 
rollin’, too!) 
Wheeling wirf-tv 
PESSIMIST: "'Little Birdie in the sky, don't 
you do that in my eye!'' OPTIMIST: "Little 


Birdie, go ‘head try, ‘cause | am lucky, cows 
don't fly!" 


wtrf-tv Wheeling 
HEN CHIDING HER OFFSPRING: “If your 
father could see you, he'd turn over in his 
aravy.”" 

Wheeling wtrf-tv 


MISSIONARY: "Do you people know any- 
thing about religion, chief?" 

CANNIBAL: “We had a little taste of it 
when the last missionary was here." 


wtrf-tv Wheeling 
EVIL is the root of a lot of money nowadays! 


Wheeling witrf-tv 


FROM WHEELING, WTRF-TV delivers service 
to the audience of this industrial Ohio Valley 
region. The importance of this service in 
combinations with your ad campaigns means 
profits for you. Alert advertisers, ask George 
P. Hollingbery for details. 


CHANNEL WHEELING, 


WEST VIRGINIA 

















Personals 


NICK IMBORNONE, LARRY LEVY and 
MURRAY ROFFIS left McCann-Erick- 
son, Inc. in the wake of that agen- 
cy’s loss of Colgate-Palmolive’s Ajax 
account to Norman, Craig & Kum- 
mel, Inc. Mr. Roffis, formerly a 
media account supervisor at M-E, is 
now an associate media director at 
NCK, while Mr, Levy is a media 





MR, LEVY 


buyer on Hertz, Vaseline and other 
products at the same agency. Mr. 
Imbornone joined Sullivan, Stauffer, 
Colwell & Bayles, Inc.; the accounts 
on which he will buy had not been 
assigned at press time. 

NITA NAGLER, media buyer at 
Product Services, Inc., joined Del 
Wood Associates, expanding “coop- 
erative” agency whose clients include 
Cook Chemical Co. and Sonny Boy 
drink products, Ben Pettick will 
take over buying duties at Product 
Services. 

LEN CLARK recently joined J. 
Walter Thompson Co., Inc., where 
he is buying on Lever Bros.’ Stripe 
toothpaste. He previously was in the 
armed forces. 


CAL VINCENT became media and 


research director at Charles Bowes 
Advertising, Los Angeles, moving to 
the firm from a post as advertising 
manager at O'Keefe & Merritt. 


JOHN DUNFORD, formerly with 
Lambert & Feasley, Inc., and the 
Bryan Houston agency before that, 
joined Wesley Associates, Inc., as 
media director. He succeeded Joseph 
Knap. 


GEORGE GARRETT is the buyer on 
Esslinger’s, Inc., beer account and 
others at Wermen & Schorr, Inc., 
Philadelphia, having joined the 
agency from a sales position at 
WCAU-TV, that city. 


DICK DOHERTY, once timebuyer at 
Dancer-Fitzgerald-Sample, Inc., New 
York, has moved to the sales staff 
of wmar-tv Baltimore. 


MORTON KESHIN, assistant media 
director for services at Lennen & 
Newell for the past year, was named 


an associate media director of the 





MR. KESHIN 


agency. He will supervise all media 
research, analysis, detail groups and 
departmental office administration. 














Dunnan & Jeffrey, Inc. 


730 Fifth Avenue 
New York 19, New York 
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PLaza 7-9500 
Martin Himmel, President 











SCHLITZ BREWING CO. 
(J. Walter Thompson Co., Inc., N.Y.) 


Although buying for the entire country 
on SCHLITZ has heretofore been handled 
from the JWT Chicago office, New York 
headquarters has been servicing a 
13-state eastern area since early this 
year. New spot schedules got under 
way late this month in major markets 
for the summer, but the buys will be 
subject to revision when another agency 
takes over on the account in September. 
Roy Glah is the timebuyer. 


WM. SCHLUDERBERG- 

T. J. KURDLE CO. 

(Van Sant, Dugdale & Co., Inc.. 
Baltimore) 

For its ESSKAY meat products, this 
gigantic eastern meat packer is using spot 
























Account Activity 


Jos. Schlitz Brewing Co. was the 
largest-billing account to move in 
recent weeks (and the largest to 
move in the past year), when it an- 
nounced a shift of some $12-15 mil- 
billings from J. Walter 
Thompson Co., Chicago, to Leo 
Burnett Co. 

Elgin National Watch Co. named 
McCann-Marschalk Co., New York, 
to replace J. Walter Thompson Co., 


lion in 


Chicago, on its $1l-million account. 

Benrus Watch Co. also made a 
change, with Lennen & Newell, Inc., 
succeeding Grey Advertising Agen- 
cy, Inc., to its business, Benrus bill- 
ings are under $1 million. 

42 Products, Ltd., Inc., went to 
Beckman, Koblitz Advertising, Los 
Angeles, after having been handled 
by Cole, Fischer & Rogow, Inc. Bill- 
ings are about $300,000. 

Gulton Industries named Compton 
Advertising, Inc., to service its Life- 
Lite flashlights and other products. 
Doner & Peck, Inc., once had the 
account. 

Planters Nut & Chocolate Co. 
shifted from Don Kemper Co. to J. 
Walter Thompson, with billings of 
$1.5 million involved. 

C. H. Musselman Co., food 
processor, took some $500,000 in 
Arndt, 
Chapin, Lamb & Keen, Inc., Phila- 
delphia, and settled them at Gray 
& Rogers in the Quaker City. 

Libby, McNeill & Libby moved its 
frozen-foods account, billing about 
$100,000, from BBDO, Chicago, to 
J. Walter Thompson Co. 


billings from Preston, 


National Car Rentals System, Inc., 
selected J. Walter Thompson Co., 
Chicago, to succeed Gardner Adver- 
tising Co. on its $1-million account. 

Zodys, a chain of west coast dis- 
count department stores planning to 
use tv-radio spot, named Beckman, 
Koblitz, Los Angeles, to its account. 














AVAILABLE 


Top media man with over 20 years ex- 
perience in New York's best agencies. 
Creative and knowledgeable on all forms 
of media. Accounts serviced—biggest in 
packaged goods including introduction and 
media planning for major new products. 
Knows marketing and research. Can re- 
locate. Well known throughout media 


industry—write or wire 
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in its major markets of Baltimore and 
Washington through the summer, but plans 
a fall return to its customary areas of 
Richmond, Lancaster and others. Buying 
is done on an in-and-out, off-and-on 

basis. Mrs. Rita Eastman is the timebuyer. 


STAR-KIST FOODS, INC. 

(Leo Burnett Co., Inc., Chicago) 

A campaign for STAR-KIST tuna starts 
the first of July in selected markets across 
the country. Day and night minutes in 
varying frequencies will continue for 

13 weeks. Vincent Auty is the contact. 


TECHNICOLOR, INC. 

(Kenyon & Eckhardt, Inc., Los 
Angeles) 

For this recently-won account, the agency 
is reported ready to use spot in a 

couple of selected markets to test a new 
home movie projector. Media director 
John Shima is the contact. 


TETLEY TEA CO., INC. 

(Ogilvy, Benson & Mather, Inc., Los 
Angeles) 

Not listed here for just over a year (during 
which it concentrated on print), TETLEY 
tea returned this summer to four markets 
with test schedules to carry halfway 
through the season. The markets used are 
major ones in the product’s northeastern 
distribution area. Art Topol is the 

buying contact. 


TILLAMOOK COUNTY 
CREAMERY ASS’N 


(Showalter Lynch, Adv., Portland, 
Ore.) 

Specializing in cheeses, this dairy 
association has again allocated a major 
part of its °61-'62 budget for television 
spot in western markets. Areas to be 
used are Los Angeles, San Francisco, 
Portland, Seattle, Fresno, Sacramento, 
San Diego and Spokane. Account 
executive Showalter Lynch is the contact. 


20th CENTURY FOX FILM 
CORP. 


(direct, local theatres) 


In order to back a tremendous network 
campaign on its new feature, Snow White 
and The Three Stooges, the moviemaker 
is providing local theatres with filmed 
minutes and 20’s to be scheduled for a 
week or so before the picture premieres. 
Starting times will vary, depending on the 
date this summer when the picture breaks 
in each area. 


VELSICOL CHEMICAL CO. 
(Sander Allen, Inc., Chicago) 


From this producer of insecticides (which 
uses infrequent spot placements in 
scattered markets) comes a one-market 
test schedule on endrin-methy!-pariathion. 
Jackson, Miss., is the test area for 52 
spots during the next two weeks. If 
results are good, expansion would not 
take place until next year as the products 
are seasonal and depend on local 
planting periods. Media director 
Marie-Anna Hofmann is the contact. 


THE ONLY AUTHENTIC TV SERIES... 


produced specifically for the occasion of the Civil War 
Centennial. Thirteen dramatic half-hours based on Mathew 


Brady’s stirring photographs. Winner of Sylvania Award. 
Timely and of tremendous prestige value. 


Sponsored. in 80% of the Markets Sold 
—and Selling All Over The Country! 


TiO AIDS IRI CAIN 
CIYIOL WAIR, 


Produced by the Westinghouse Broadcasting Company « Distributed by 


TRANS-LUX TELEVISION CORP. 
625 Madison Avenue, N. Y. 22, N. Y. 
6253 Hollywood Bivd., Hollywood 28, Cal. 
520 No. Michigan Avenue, Chicago 1], Ill. 
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BALTIMORE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 








1. Mr. Ed (Filmways-MCA) wraL-tv Thu. 7 
2. Death Valley Days (U. S. Borax) 
WBAL-Tv Wed. 7 ......- . 
2. Bugs Bunny (UAA) WBAL-TV Fri 7 
Johnny Midnight* (MCA) 
WBAL-TV Thu. 10:30 ° + . 
3. Sea Hunt* (Ziv-UA) wepaL-tTv Thu. 10:30 
:. Lock Up* (Ziv-UA) weaL-Tv Sun. 10:36 
4. Popeye* (King, UAA) wsz-tv Sun. 4 
5. Walter Winchell File* (NTA) 
wsz-tv Sun. 4:30 ° 
6. Blue Angels (NBC) wepaL-tv Tue. 7 . 
6. Divorce Court (KTTV) wMar-Tv Sat. 6 
6. Shotgun Slade (MCA) WMAR-TV Sat. 7 .. 
7. Silent Service (NBC) wpaL-tTv Fri. 7:30 
8. Whirlybirds (CBS) wmar-tv Wed. 6:30 
8. San Francisco Beat (CBS) 
WMAR-TV Thu. 6:30 ..... 
8. Navy Log (CBS) wmar-tv Fri. 6:30 
8. Popeye (King, UAA) WRBAL-Tv Sat. 4:30 
8. Mike Hammer (MCA) wBaL-Tv Sun. 11:30 
TOP FEATURE FILMS 
1. Big Movie wMAR-TV Sat. 10:30-1:45 a.m 
2. Early Show wsz-tv Sun. 6-7:15 
Early Show wsz-Tv Wed. 6-7 
1. Early Show wsz-tTv Mon. 6-7 
4. Early Show wsz-tv Fri. 6-7 
1. Early Show wsz-Tv Sat. 6-7:15 
1. Gunfire wsz-Tv Sat. 11:15-1 a.m 
4. Big Movie* wsz-tTv Sun. 2-4 
TOP NETWORK SHOWS 
1. Gunsmoke WMAR-TV 
2. Wagon Train/Project 20 WRAL-TY 
2. The Real McCoys wsz-tTv 
2. The Untouchables wsz-TV ........ 
2. Rawhide WMAR-TV 
Surfside 6 WJZ-TV 
Garry Moore* WMAR-TV 
$. Have Gun, Will Travel WMAR-TV 
4. My Three Sons WJZ-TV .........- 
The Flintstones WJ2Z-TV 
ST. LOUIS 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
l. Coronado 9* (MCA) KTvI Mon. 106 
1. The Brothers Brannagan* (CBS) 
KTVI Mon. 10 ....ccccecee ee 
1. Sea Hunt (Ziv-UA) KrTvi Fri. 10 
2. Two Faces West (Screen Gems) 
Ksp-TV Thu. 9:30 . 
2. Trackdown (CBS) KMOX-TV Sat. 9:30 
Bugs Bunny (UAA) kKTvi Tue. 6:30 
4. Yogi Bear (Screen Gems) KTvI Wed. 6 
5. Lock Up* (Ziv-UA) Ksp-Tv Wed. 9:30 
6. The Third Man (NTA) kKtvi Wed. 10 
7. Highway Patrol* (Zivy-UA) kKTvi Tue. 9:30 
7. Huckleberry Hound (Sereen Gems) 
KTvi Thu. 6 * . 
8. Mr. Ed* (Filmways-MCA) Ksp-Tv Fri 
8. Grand Jury* (NTA) ksp-Tv Sun. 10 
%. Tombstone Territory (Ziv-CA) KTvi Thu. 106 
9%. Jim Backus Show* (NBC) Ksp-Tv Sun. 9:30 
%. Man Without a Gun (NTA) kKrvi Tue 10 
TOP FEATURE FILMS 
1. Gold Award Theatre Ksp-TV 
Sat. 10-12:15 a.m 
2. Channel 2 Theatre KTVI 
Fri. 10:30-12:30 a.m 
2. Late Show KMox-Tv Fri. 16:30-12:30 a.m 
2. Best of CBS KMOX-Ty Sat. 10:15-12:45 a.m 
3. Channel 2 The KTVI 
Mon. 16:30-1 a.m 
TOP NETWORK SI_OWS 
1. Gunsmoke KMOX-TV 
2. Candid Camera KMOX-TV 
2. What’s My Line KMOX-TV 
}. Andy Griffith KMOX-TV 
i. Garry Moore KMOX-TV 
5. The Real MeCoys KTVI 
6. Have Gun, Will Travel KMOX-TV 
7. Danny Thomas KMOX-TV 
7. Red Skelton KMOX-TV 
7. Wagon Train/Project 20 Ksp-TV 
7. My Three Sons KTVI 
*Indicates programming changes during 
period 
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(March) 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Huckleberry Hound (Screen Gems) 
WOME Dime. UF cc cccccsccccncs 
Manhunt (Screen Gems) wsaz-Tv Wed. 7 
Sea Hunt (Ziv-UA) wsaz-rv Thu. 7 
Death Valley Days* (U. S. Borax) 
Wwsaz-Ttv Fri. 7 


Pioneers* (Crosby/Brown) Wsaz-Tv Fri. 

















State Trooper (MCA) WHTN-TV Sat. 10:30 

Jim Backus Show (NBC) wsaz-tv Tue. 7 

Popeye (King, UAA) wsaz-tv Sat. 9 . . 

Mr. Ed (Filmways-MCA) wsaz-tv Fri. 7:30 .18 

Seience Fiction Theatre (Ziv-UA) 

WSAZ-TV Sat. 6 15 

Two Faces West (Screen Gems) 

WSAZ-TV Thu. 10:30 . 15 

Roy Rogers (Roy Rogers Synd.) 

WHTN-Tv Sat. 11:30 a.m ° 15 

Blue Angels (NBC) wsaz-rvy Sun. 10:30 12 

Trackdown (CBS) wenus-Tv Mon. 7 12 

Highway Patrol (Ziv-UA) 

WHTN-TV Mon., Wed. 7 10 

Amos ‘n’ Andy (CBS) wutn-tvy M-F 6:15 10 
TOP FEATURE FI. MS 

Action Theatre WHTN-TV Tue. 7-8 15 

Big Show wsaz-Tv Sat. 11:15-1:30 15 

Sunday Spectacular wons-Ty Sun. 3-5 11 

All Star Matinee waTNn-Tv Sat. 1-5 ‘ 9 

Feature Film wous-Tv Sat. 11-1:15 a.m . & 

TOP NETW ORK SHOWS 
Wagon Train wsaz-Tv 51 
The Real McCoys weus-tvy 45 
My Three Sons wcCHs-TVv 41 
Bonanza WSAZ-TV 
Gunsmoke WHTN-TV ........... 

Hawaiian Eye wous-Tv 

Andy Griffith wHTn-tv 

Surfside 6 WCHS-TV 

The Price Is Right wsaz-rv 

Lawman WCHS-TV 

ee eee WOUNEG «i nccceccékcauaace 32 
SAN FRANCISCO 

4-Station Report 

(four-week ratings) 

TOP SYNDICATED FILMS 
Manhunt (Screen Gems) KRON-TV Tue. 6:30 20 
Huckleberry Hound (Screen Gems) 

KTvU Wed. 6:30 -sas , 19 
Sea Hunt (Ziv-UA) KRON-TV Tue. 7 12 
You Asked For It (Crosby /Brown) 
KTtvu Thu. 7 se -18 
Bugs Bunny* (UAA) KGo-TV Tue. 7:30 -17 
Quick Draw MeGraw (Screen Gems) 
KTvvu Thu. 6:30 17 
Divoree Court (KTTV) KRON-TV Sat. 6 17 
San Francisco Beat (CBS) Kpix Sat. 7 16 
Cannonball (ITC) KTrvc Mon. 7 14 
Mr. Magoo (Ty Personalities) KP1x Wed. 6 ..13 
Lock Up (Ziv-UA) KRON-TV Thu. 7 13 
Death Valley Days (U. S. Borax) 
KPIX Fri. 7 13 
Tombstone Territory (Ziv-UA) 
KRON-TV Sat. 7 13 
Yogi Bear (Screen Gems) KTVU Mon. 6:30 ...12 
M Squad (MCA) KPIxX Tue. 7 12 
Wonders Of The World (Crosby /Brown) 
KTvu Tue. 7:30 : 12 
Best of the Post (ITC) KRON-TV Wed. 7 12 
Popeye* (King, UAA) KpIx Thu. 6 12 
TOP FEATURE FILr 15 
Premiere KTVU fon. 7:30-9:30 9 
Premiere KTVU Sun. 7-9 8 
Shirley Temple Theatre KTvu Sun. 4-5:30 6 
Movie Matinee KTvu Sun. 2-4 ‘ 5 
Movie Hits KRON-TV Sat. 11-1:15 a.m. 1 

TOP NETWORK SHOWS 
Surfside 6 KGO-TV 
Checkmate KPIXx 
Cheyenne* KGO-TV 


Wagon Train/Project 20 KRON-TV 


Perry Mason KPIX 

Hawaiian Eye KGo-TVv =~ 
Have Gun, Will Travel" KPrx 

Gunsmoke KPIX cies theese 
The Untouchables KGo-Tv 

My Three Sons KGO-TVv 
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CHICAGO 
4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Trackdown (CBS) WBBM-TV Sat. 9:30 
Lock Up (Ziv-UA) wNnBQq Thu. 9:30 
Yogi Bear (Screen Gems) WGN-TV Tue. 6 
Huckleberry Hound* (Screen Gems) 
WGN-TV Wed. 7:30 > 

Mr. Magoo* (Ty Personalities) WGN-TV 
Wed. 8 . ° 

Bugs Bunny (UAA) WBKB Tue. 6:3¢ 

Best of the Post* (ITC) wGn-tTvy Thu. 9:30 
Sea Hunt* (Ziv-UA) WGN-TV Thu. 92:30 
Death Valley Days* (1 S. Borax) 
WGN-TV Wed. 9 

Mr. Ed* (Filmways-MCA) WNBQ 


Wed. 9:30 
Champions oem 
WBKB Sat. 10 


Bowling* (Schwimmer) 


Highway Patrol (Ziy-UA) wGN-tv Tue. 9 
Science Fiction Theatre (Ziv-UA) 

WGN-TV Sat. 6 

Walter Winchell File* (NTA 

WBKB Tue. 9:30 

San Francisco Beat (CBS) wGN-Tv 


Tue. 9:30 


Hammer* (MCA) 


Mike WGN-TV Wed. 8:30 
Quick Draw McGraw (Screen Gems) 
WGN-TV Thu. 6 

TOP FEATURE FILMS 
Movictime USA* WBKB 
Mon. 10:15-11:30 
Best of CBS weeM-tTv Sat. 10:15-1:15 a.m 
Movietime USA wBKB Wed. 10:15-11:45 
Late Show wseBM-Ttv Fri. 10:15-12 mid 
Movietime USA wBkKB Fri. 10:15-11:45 
Soundstage 9* WGN-TV Sat. 2:30-4:30 


TOP NETWORK SHOWS 
The Untouchables WBKB 
Gunsmoke WBEM-TV 
Garry Moore WBBM-TV 
Candid Camera 
My Three Sons 
The 


WBBM-TY 
WBKB 
Flintstones WBKB 
Andy Griffith WBBM-Tv 
Red Skelton WBBM-TV 
Peter Gunn* WBKB 

Welk 


Lawrence WBKB 


SEATTLE-TACOMA 
5-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 





Death Valley Days (U. S. Borax) 

mune-Fe Wed. FT .ncccccssccccs 

Bold Journey (Banner) KomMo-tTv Thu 

Sea Hunt (Ziv-UA) KING-TY Mon. 7 

Bugs Bunny (UAA) Komo-Tv Tue. 7:30 
Manhunt (Screen Gems) KING-T¥Y Tue. 7 
Championship Bowling KoOMo-TY Fri. 6:30 


Huckleberry Hound (Screen Gems 
KING-TV Thu. 6 
You Asked For It (Crosby/Brow 


KOMO-TV Tue. 6:30 





High Road (ABC) KomMo-Tv Thu. 6:30 

Deputy Dawg (CBS) kK rr Tue ; 

Quick Diaw MeGraw Sereen Ger 

KING-TV Wed. 6 

Blue Angels (NBC) KING-TY Fri 

Yogi Bear (Screen Gems) KING-TY Mon. 6 

Civil War* (Trans-Lux) KomMo-TY Mon 
TOP FEATU RE FILMS 

Theatre* KING-TV Sun. 3 


Theatre* KING-TV Sat. 4:30-6 


Sunday Matinee KOMO-TV Sun. 2 0 
Sunday Show* kKrro-Tv Sun. 1-4:30 
Major Studio Preyue KOMO-TY 


Sat 11-12:45 a.m 


TOP NETWORK SEOWS 
The Beal McCoys 
Cheyenne* KOMO-TV 
My Three 
Surfside 6* 
Hawaiian Eye KOMO-TV 
The Flintstones 
The Untouchables 
Wagon Train/Project 20 
Donna Reed 
Strip 


KOMO-TV 
Sons KOMO-TV 
KOMO-TV 


KOMO-TYV 
KOMO-TY 
KING-TV 
KOMO-TY 

77 Sunset KOMO-TY 


Maverick KOMO-TV 
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CLEVELAND 


3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Huckleberry Hound (Screen Gems) 








Bew-Oe Bim. F ccccccsecndusascnceciocse 27 
Yogi Bear (Screen Gems) Kyw-Tv Thu. 7 26 
Man Without a Gun (NTA) 
wews Thu. 10:30 ............ oe 24 
Bugs Bunny (UAA) wews Tue. 7:30 21 
Quick Draw McGraw (Screen Gems) 
ana. Ge. D iscdiwesscecsaus esesewecooee 
The Third Man (NTA) wews Fri. 10:30 20 
Seven League Boots* (Screen Gems) 
WEws Sun. 10:30 ecccecsscccse 19 
Jim Backus Show (NBC) wiw-tv Sat. 10:30 .18 
Tallahasee 7000 (Screen Gems) 
KYW-TV Sun. 10:30 . . -18 
Tombstone Territory (Ziv-UA) Kyw-tTv Tue. 7 .17 
Death Valley Days (U. 8S. Borax) 
KYW-TvV Wed. 7 eee 17 
Mr. Ed* (Filmways-MCA) 
KYw-Tv Fri. 10:30 17 
RCMP (NBC) Krw-tTv Thu. 10:30 16 
Flight (NBC) kyrw-tv Fri. 7:30 ..... 16 
Walter Winchell File (NTA) 
WD GR, PRUE scbbaniwessscceiccesse 16 
TOP FEATURE FILMS 
Masterpiece Theatre wiw-Tv Sun. 6-7:30 15 
Movie of the Week Kyw-tTv Sun. 1-3 13 
Picture For Sunday* Kyw-Tv Sun :30 12 
Nite Movie waw-tv Sat. 11:15-1 a.m. il 
Biovde” Waewny Ge BoB cndccsnconccnes 11 
TOP NETWORK SHOWS 
The Untouchables WEws ............. 45 
Lawrence Welk wEws 43 
The Real McCoys wrews P 41 
My Three Sons WEWS 39 
Gunsmoke WJIW-TV ..... 36 
Hawaiian Eye WEWS ...... 35 
Thriller/Project 20 KYw-Tv 34 
Nelson Family wrEws 34 
77 Sunset Strip wews 34 
The Flintstones wews 33 
WACO-TEMPLE (March) 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
U. S. Marshal (NTA) Kwtx-tv Fri. 7:30 34 
Manhunt (Screen Gems) KwTx-Tv Tue. 8 25 
Pony Express* (NBC) KCEN-TVv Thu. 9:36 24 
Coronado 9 (MCA) KwTx-Tv Thu. 9:30 22 
Lock Up (Ziv-UA) KCPN-TV Mon. 9:30 21 
Tombstone Territory* (Ziv-UA) 
KWTX-TV Fri. 9:30 21 
Tightrope* (Screen Gems) KwTX-Tv Fri. 9:30 .21 
Two Faces West (Screen Gems) 
KWTX-TV Sun. 8 : B1 
Johnny Midnight (MCA) KwtTx-Tv Mon. 9 20 
Case of the Dangerous Robin (Ziv-UA) 
KCEN-TVY Thu. 7:36 demeses 15 
Sea Hunt (Ziv-UA) Kwtx-tv Wed. 9:30 13 
Roy Rogers (Roy Rogers Synd.) 
RWwea-Ty Gah. 210580 Gm. ccwcccccccces 8 
Flight (NBC) KopN-Tv Sat. 5 3 
TOP FEATURE FILMS 
Late Date Theatre KOEN-TV 
Gat. 80:66-88c8O GO on cseascssess » 
Late Date Theatre KCEN-TV 
Sun. 10:15-11:45 ..... . 
TV Theatre Kwrx-Tv Fri. 11-12:15 a.m ; 
TV Theatre Kwrx-tv Sat. 11-12:15 a.m 3 
TOP NETWORK SHOWS 
Wagon Train KCEN-TV ........+..: 51 
Andy Griffith KWTX-TV .......... 50 
The Real McCoys KWTX-TV ....... 18 
Rawhide KWTX-TV 13 
Gunsmoke* KWTX-TV 43 
77 Sunset Strip KwWTx-Tv .42 
My Three Sons KWTX-TV 41 
Wells Fargo* KOBN-TV .....cccccccccccccs 3 
I've Got. a Secret KW 33 
Lawrence Welk* KWTX-TV 39 
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PEORIA (March) 
3-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 

Coronado 9* (MCA) wMsBp-Tv Sat. 9:30 
Bugs Bunny (UAA) wrva Tue. 6:30 
Huckleberry Hound (Screen Gems) 

wtvn Thu. 6 . ; 

Blue Angels (NBC) wtvu Thu. 9:30 

Mr. Ed (Filmways-MCA) wrvH Fri. 6°30 
Whirlybirds (CBS) wrvu Sat. 10 

Sea Hunt (Ziv-UA) wtvu Fri. 16 
Trackdown (CBS) wrva Wed. 106 

The Third Man* (NTA) week-tTv Thu. 9:30 
Quick Draw McGraw (Screen Gems) 

wtvi Mon. 6 ° . 
Man Without a Gun (NTA) wrvn Tue. 10 


Woody Woodpecker (Burnett) wrvu Wed. 6 . 


Case of the Dangerous Robin (Ziv-UA) 
wTtvH Mon. 10 

Grand Jury (NTA) wrvn Tue. 9:36 
Polka Parade 


WMBD-TV Sat 5:30 


(Paramount ) 


The Brothers Brannagan (CBS) 
wtva Sun. 10 


TOP FEATURE FILMS 

Blue Ribbon Movig wMBp-Tv 
Sat. 10:30-1 a.m. 
Startime Movie WEEK-TV Sat. 8:30-10 
Movie 19 wrvH Sat. 10:30-1:30 a.m 
Movie 19 wrvH Fri. 10:30-2 a.m 
Movie 19 wrve Sun. 10:30-12:15 a.m 

TOP NETWORK SHOWS 
The Real McCoys wrvi 
Garry Moore WMBD-TV 


Candid Camera WMBD-TV 
My Three Sons wrvH 
What's My Line wMpp-Tv 
Andy Griffith* wMsp-tTv 
Red Skelton wMpnD-T\ 
Wagon Train WEEK-TV 
Donna Reed wtvH 


Gunsmoke* WMBD-TV 


WASHINGTON 


4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 
Bugs Bunny (UAA) WMaAL-Tv Tue. 7:30 
Hound 
WETS Bee. GF ccccaccs _ ° 
Mr. Ed (Filmways-MCA) wre-tv Fri. 7 
Mr. Magoo (Ty Personalities) wtTsc 
Tru 7:30 eons ° ° . 
Yogi Bear (Screen Gems) wire Wed. 6:30 
(Ziv-UA) WRO-TV 


Huckleberry (Sereen Gems) 


Tombstone Territory 
Wed. 7 ese swear 
Deputy Dawg (CBS) wrre Thu. 6:30 
Death Valley Days (1 Ss 
WRO-TV Mon. 7 
Quick Draw McGraw 
WTTG Mon 6:30 


Borax) 
(Screen Gems) 


Phil Silyers* (CBS) wro-tv Thu. 7 
Johnny Midnight (MCA) wrc-Tv 

Thu. 10:30 . ceccvese 

Three Stooges (Screen Gems) wrtTc M-F 6 
Night Court (Banner) wttG Thu. 8 

You Asked For It 
WMAL-TV Fri. 6:30 
Sea Hunt (Ziv-CA) WMAL-TV Sat. 6:30 
Highway Patrol (Ziy-UA) wrTG Sat. 7 


TOP FEATURE FILMS 
10:30 Theatre wrop-Tv Sat. 10:30-1 a.m 
Feature Film* WMAL-TV 
Mon. 11:30-1 a.m . 

Theatre* WrRo-TV Sat. 2:30-3:30 
Late Show WTOP-TV 

Fri. 11:15-12:45 a.m . 
Sunday Movie wtTtG Sun. 1-2:30 


TOP NETWORK SHOWS 
The Untouchables WMAL-TV 
Gunsmoke WTOP-TV 
The Flintstones WMAL-TV 
Wagon Train/Project 20 wre-TV 


(Crosby/Brown) 


Perry Como* WRO-TV 
The Real MeCoys WMAL-TV 
Candid Camera WTOP-TV 

Andy Griffith WToP-TV 

Perry Mason WTOP-TV 

Have Gun, Will Travel wror-Tv 
Jack Benny WTOP-TV 

My Three Sons WMAL-TV 


ARB City-by-City Ratings March-April 
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SALT LAKE CITY- 
OGDEN-PROVO 


3-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 
Manhunt (Screen Gems) KoPxX-TV Thu. 9:50 
Tightrope (Screen Gems) KCPX-TY 
Tue. 9:30 1) 
Sea Hunt 
Johnny Midnight* 


(Ziy-UA) KSL-TV Sat. 8:30 0 
(MCA) KUTV 


Tue Fri. 9:30 18 
Lock Up* (Ziv-UA) K8L-TV Tue ’ l 
Rescue 8* (Screen Gems) KOPX-TV 

Mon. 10:30 4 
Bugs Bunny (UAA) KcPx-Tv Tue. 6:30 14 
Death Valley Days (1 8. Borax) 

KUTV Wed. 8:30 14 
Blue Angels (NBC) KSL-TY Mon. 8:30 

Mr. Ed (Filmways-MCA) KsL-Tv Fri. 6 
Highway Patrol (Ziv-UA) Ksi-TV Wed 12 


Shotgun Slade (MCA) kKuTv Tue. ¢ 0 

Topper (Schumbert) Ksti-Tv Thu. ] 
Divorce Court (KTTV) Kopx-Tv Sat. 10:30 l 
M Squad (MCA) KcPpx-Tv Fri. 10:36 16 
Superman* 
Grand Jury* 


TOP FEATURE FILMS 


(Flamingo) KSL-TV Sat. 8:30 16 
(NTA) KSL-TV Tue. 9:30 10 


Neighborhood Theatre KuTV Fri 8-16 26 
Sunday Night Theatre KsL-Tv Sun. 9-1 2 
Family Theatre KUTV Sat. 7:30-10 14 
Saturday Night Theatre KSL-TV 

Sat 10-12:30 am 1} 
Academy Theatre KuTy Sat. 10:30-12 mid 8 

TOP NETWORK SHOWS 

The Untouchables KoPx-Tv ! 
Perry Mason KSL-TV . 40 
Adventures in Paradise’ KCPX-TV 8 
Candid Camera KSL-TV 7 
Red Skelton KSL-TV t 
What's My Line KsL-Tv 36 
Wagon Train KUTV 

Garry Moore KSL-TV 


My Three Sons* KOPX-TV 
Peter Gunn* KCPX-Tv 
Lawrence Welk KCPX-TV 


WICHITA (March) 


3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
Bugs Bunny (UAA) KAKeE-TV Tue. “ "“ 
Tombstone Territory* (Ziv-UA 
KARD-TV Thu. 9:30 2 
Woody Woodpecker (Burnett) KAKE-TY Wed. ¢ 7 
Death Valley Days (U. 8 


KAKE-TV Thu. 9:30 


Sorax) 


Quick Draw McGraw (Screen Gem 
KAKE-TV Mon. 6 

Huckleberry Hound (Screen Gen 
KAKE-TV Thu. 6 

Coronado 9 (MCA) KAKE-TV Mon. 9:30 
Blue Angels (NBC) KakKR-rv Thu. 6:30 
The Third Man* (NTA) kKtvu Sat 


San Francisco Beat (CBS) 


z 


KAkD-TV Sun. 10:15 is 
Trackdown (CBS) Kankp-Tv Sat. 9:30 
Cannonball (ITC) Karp-Tv Sat. 10 

Sea Hunt (Ziv-UA) KAKRE-TV Fri. ¢ i 


Polka Parade (Paramount) KAKRB-TY Sa 


TOP FEATURE FILMS 
Theatre* KAKE-TVY Sun. 1-3 

Nightwatch KAKBE-TY Fri. 10:30-1 as l 
Gold Award Theatre KAKB-TV 

Sat. 10:30-1 a.m 

Big Movie KTvuH Sat. 10:30-12:30 a 
Nightwatch KAKE-Ty Sun. 10:30-1 an 


TOP NETWORK SHOWS 
The Real McCoys KAKE-TV i7 
Wagon Train KARD-TV 
Gunsmoke* KTVH 
Garry Moore KTVH 8 





My Three Sons KAKE-TV 

Ernie Ford* KARD-TV 

Lawman KAKE-TV 

77 Sunset Strip KAKE-TV 1 
Robert Taylor's Detectives KAKE-TV i 
Groucho Marx* KARD-TY 

Maverick KAKE-TV 

Bonanza KARD-TV 

The Flintstones KAKE-TY 
Rifleman KAKE-TV 
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WCCO 


TELEVISION 


REACHES 


48% MORE 


HOMES* 


THAN ANY 


OTHER 


STATION 


IN 


MINNEAPOLIS 
‘ST. PAUL 
MARKET 


Represented by 


PETERS, GRIFFIN, 
WOODWARD, INC. 


*Daytime Average (7 a.m.—6 p.m.) 
Nielsen April 1961. 
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Research and Trade 


Two new organizations an- 
nounced their formation this 
month—one to stimulate inter- 
national trade, the other to 
measure advertising effective- 
ness, 

Heading the Association for 
Foreign Product Promotion is 
William F, Treadwell, formerly 
vice president and director of 
public relations for Leo Burnett 

o., Inc., and the Tea Council. 
As general chairman, Mr. 
Treadwell stated the new trade 
organization will concentrate 
each month on the promotion 
of specific categories of for- 
eign imports sold in the Ameri- 
can market. 

Using a new method for 
“evaluating and diagnosing” 
advertising effectiveness, the 
Psychological Research Co., 
newly established by Dr. Har- 

Queen, describes its tech- 


nique as “Psy-Com”—the Psy- 
chological Communications In- 
dex System. 

Dr. Queen, formerly director 
of research at Mogul Williams 
& Saylor, Inc., and before that 
with Benton & Bowles, Inc., and 
Young & Rubicam, Inc., in 
various advertising research 
posts, explained his system is a 
low-cost procedure that reveals 
the degree to which an ad or 
commercial creates a favorable 
buying attitude. It combines a 
consumer and copy test in a 
single study—with product 
opinions gathered from two 
groups of people, one which has 
been exposed to advertising and 
one which has not. 

From the survey results, says 
Dr. Queen, it is possible to 
point out the company and 
product impressions an ad 
should create to produce the 
most favorable buying attitude. 
At the same time, the technique 
determines whether present ad- 
vertising actually does create 
those impressions. 


























































What's in aname? 


Plenty... because the name CBS 
Animations means that now your 
television commercials can reach 

the highest level of excellence— 

with economy. And they’ll have 
the same matchless technique, 
imagination and audience appeal 
that have made CBS the leader 
in all phases of broadcasting. 


CBS Animations, a new unit of CBS 
Films, places at your command a 
top-notch force of creative artists, 
writers, musicians, technicians— 
the best in the business—and the 
finest, most modern facilities 

in the business (including Xerox, 
the amazing new process that 
saves you both time and money). 












ZS 
ze 


le 


TelevisionAge 


Directory of tv commercial producers 
Directory of supply and service companies 


=S 
—S 


Be )\ 


a /) ) 
oy 


SE 




















JUNE 26, 1961 


page 67 
page 99 











Want things done your way? 
Better service, better commercials, 
faster, and at lower cost? That’s 
what is in a name, when it’s... 


CBS ANIMATIONS 


485 Madison Avenue, New York 22 


product of Xerox, Inc. 
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(The following list includes all television commercial pro- 
duction companies, both film and tape, in the country. 
They are listed in alphabetical order. Titles, as well as 


brief descriptions of facilities and services, are listed as 
indicated by the companies on questionnaires supplied by 
TELEVISION AGE. Abbreviations used are listed in page 98.) 





Academy Film Productions, Inc. 
123 W. Chestnut St., Chicago 10; Mich- 
igan 2-5877; Bernard Howard, p & exec 
prod; Patti Wilkus, gm. 

Complete creative planning and production 
of motion pictures, animation, slides, wide 
screen presentations, etc., for commercials 
and shows. Create jingles, motion pictures, 
etc., for agencies and advertisers. 


Academy Films 

1145 N. Las Palmas Ave., Hollywood 38, 
Calif.; Hollywood 6-6566, James A, Lar- 
sen, Pp. 

Complete facilities for production of mo- 
tion pictures in color or b&w, including 
script writing, photography, artwork, ani- 
mation, sound recording and re-recording, 


editing and both color and b&w lab work. 


Academy-McLarty Productions, 
Inc. 

45 Stanley St., Buffalo 6, N. Y.; TX 3-0332; 
Franz E. Hartmann, p; Henry D. McLarty, 
exec vp; Norman B. Ross, prodn m. 
Scientific, educational and industrial films; 
tv commercials. 

Branch Office: 

333 S. Warren, Syracuse, N. Y.; Harrison 
2-6212. 


Ad-Staff, Inc. 

9122 Sunset Blvd., Hollywood 46, Calif.; 
CR 5-5219; BR 2-2671; Don Quinn, p; 
Martin Sperzel, vp; Helen Henricks, sec; 
Charles Goldring, treas. 


Creation and production of radio and tv 
commercials, copy and musical, basically. 
Copy and music for any purpose. 


Advertisers’ Broadcasting Co. 


117 West 46th St., N. Y. 36; Plaza 7-3560: 
Sholom Rubinstein, prod. 

Producer of programs, industrial-educa- 
tional films, and commercials. 


Agra Films, Inc. 

Jefferson Rd., Athens, Ga. 

Film spot commercials; industrial and edu- 
cational films (lease or loan). 


Alan Alch Inc. 
Goldwyn Studios, 1041 N. Formosa, Holly- 
wood, Calif.; Alan Alch. 


Alexander Film Co. 

Alexander Film Bldg., Colorado Springs; 
Melrose 3-1771; Keith Munroe, p; Jay 
Berry vp nat div; James A. Anderson, vp 
prodn; Howard F. “Bob” Olds, creative 
d; Bob Woodburn, exec prod d; Arthur 
“Bus” Oaks, m prodn. 

Industrial films, commercials, syndicated 
spots and slide films. 

Branch Offices: 

500 Fifth Ave., N. Y. 36; Longacre 5-1350. 
472 Wrigley Bldg., Chicago 11; Whitehall 
4-5980; Terry Hatch, res vp. 

Balderas 36-602, Mexico City, Mexico. 
Calle Comercio 450, Apartado 2926, San 
Juan, P. R., 3-2898; Haskal Marshall, res 
vp. 





Representatives in Detroit. 


Allegro Film Productions 

723 Seventh Ave., N. Y. 19; Judson 6-3057; 
Jerome G. Forman, vp; Martin Andrews, 
vp; Jay Weitzner, writer. 

Ty commercials; public relations films; 
sales promotion and training; news and 
sport specialists. Editorial facilities open 
to all. 


Paul Alley-MKR Films, Inc. 

619 W. 54th St., N. Y. 19; CO 5-4878-79; 
Gene Milford, vp; Ralph Rosenblum, sec- 
treas; Paul Alley, prod-writer. 

Producers of industrial, commercial, public 
relations films; entertainment series for tv; 
features for theatres and tv. Complete edit- 
ing services to tv producers. 


All-Scope Pictures, Inc. (Com- 
mercial Film Div., 20th Century- 
Fox Tv) 

1417 N. Western Ave., Hollywood 27, Calif.; 
Hollywood 2-6231; Gordon S. Mitchell, 
p. 

Commercial and syndicated spots. 


Alpha Film Productions 

P. O. Box 5325, Baltimore 9; CL 2-4150; 
W. Ernest Wood, o. 

Producer of industrial and promotional 
motion pictures and tv spots. Processing of 
16mm reversal film. 


Ambassador Productions, Inc. 
6063 Sunset Blvd., Hollywood 28, Calif.; 
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Hollywood 9-6079; Stan Webb, vp; Wil- 
liam Keene, sls m; J. J. Hennessy, prodn 
sup; Romie Lipari, stage m. 

Live action and animated tv commercials; 
complete film and mobile video-tape fa- 


cilities; large sound stage; Westrex sound 
system; standing sets and set construction; 


35 and l6mm cameras and equipment; 
projection room and theatre; three editing 
rooms staffed and equipped. (Tv and 
theatrical division of Frederick K. Rockett 
Co.) 


American Film Co. 


1329 Vine St., vbesunsendenn 7; Walnut 








‘ 
~\ 
” 


Sy 


ons ae 
ANIMATION INC. 
Designers 
and producers 
of Animation 
for Industry, 
Public Relations, 


and Advertising. 


736 N. SEWARD ST.HOLLYWOOD 
Offices in New York, Chicago, 
Detroit, San Francisco. 

















16mm or 35mm, for theatres, 


2-1800-1801; Ben Harris, m. 

Sales, distribution, inspection, shipping, 
storage, rentals, and commercials made to 
ordez, plus facilities for screenings and 
complete projection room service; handling 
of educational and advertising subjects. 


American Film Producers 

1600 Broadway, N. Y. 19; Plaza 7-5915; 
Robert Gross, exec prod; Lawrence A. 
Glesnes, exec prod; Sheldon Abromowitz, 
prod control. 

Complete production and distribution of 
sponsored motion-picture films and slide- 
films in color or b&w, live or animation, in 
television, 
government, industry, education, training, 
sales, public information, etc. 


| American Television Enterprises, 


Inc. 

7324 Santa Monica Blvd., Hollywood 46, 
Calif.; Oldfield 4-9370. Louis E. DeWitt, 
p; Robert Kinoshita, vp; Kenneth B. Ur- 
heim, prodn m; James Liles, plant m. 
Commercials; live and film supervision; 
programs. 


Clyde Anderson Motion Pictures 
334 A St., Salt Lake City 3; Empire3-5337 ; 
Clyde Anderson, m. 

Industrial films and commercials. 


Animart Studios, Inc. 

212a W. McDaniel St., Springfield, Mo.; 
University 5-7961; Ray W. Gibson, p- 
treas; Ed S. Faust, vp, sec: W. Dale Rus- 
sell, d of photography. 

Producer of industrial films, animated tv, 
commercials for the industry. 


| Animated Productions, Inc. 


| 1600 Broadway, 


N. Y. 19; Columbus 
5-2942; Al Stahl. 

Industrial films, commercials and syndicated 
spots. Stop motion studios; special equip- 
ment for special effects; unusual optical 


printing production. 


| Animation Center 


| 355 Lexington Ave., N. Y.; 


Yukon 6-5161; 


| Paul Kasander. 
| Tv commercials, industrial films, film strips. 


| Animation, Inc. 


| 736 N. Seward St., 


Hollywood 38, Calif.; 


Hollywood 41117; Earl Klein, p; 








MEL HARRIS 





Al Stahl has stand...... will animate 





SEND FOR 

AL STAHL'S FREE 

TV TIMETABLE- 

HANDY FILM COMPUTOR 


I ANIMATED PRODUCTIONS, inc 


1600 Broadway, New York 19, COlumbus 5-2942 


Ed 
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Barge, d; Bob Sage, prodn m; Helen Han- 
sen, prodn sup; Pete Bastiansen, creative 


Producers of storyboards; sound tracks; tv 
commercials; industrial training films; live 
action, animation. 

Branch Offices: 

14005 Fenkell Ave., Detroit 27; Broadway 
3-3040; Ted Petok, rep. 

221 North LaSalle St., Chicago 1; Rm. 
1064; FR 2-2628; Joe W. Edwards, rep. 
483 Pine St., San Francisco; Yukon 2-0665; 
Morrison Fetzer, rep. 

210 Fifth Ave., N. Y. 10; Albert Hecht, 


rep. Production and direction services. 


Animotion Associates Inc. 

333 W. 52nd St., N. Y. 19: Circle 6-3817; 
Graham Place, p; Otto Feuer, sec; Don 
Fellows, gm. 

Animation, film spots and industrials. 


Ansel Films, Inc. 

75 W. 45th St., N. Y. 36; Judson 2-7771; 
Jerry Ansel, p. 

Complete production facilities for animated 
and live-action films. 


Apex Film Corp. 

Revue Studios, 3900 Lankershim Blvd., Uni- 
versal City, Calif.; Hollywood 3-5106; Jack 
Chertok, p. 

Industrial and educational films (lease or 


loan); film spot commercials. 
A.P.S., Inc. 
6 E. 46th St., N. Y. 36; Murray Hill 7- 


0944; H. A. Schendorf, p. 
Creation and production tv 
transcriptions. 


films, radio 


Arco Film Productions, Inc. 

580 Fifth Ave., N. Y. 36; Columbus 5-6968; 
R. J. Oulmann, p; A. O. Carlson, vp. 

Tv film shows; tv film commercials; anima- 
tion, b&w, animation, color; package tv 
film shows; import film. 


J. Armstrong & Co. 

28 W. 44th St., N. Y. 36; Longacre 3-4584; 
Joseph Armstrong, p. 

Syndicated commercials for brewers, banks, 
savings and loan, dairies, Custom commer- 
cials. 


Arrowhead Productions 

1122 So. La Cienega Blvd., Los Angeles 
35, Calif; OL 2-4171; Burt I. Harris, gm. 
Tv film shows; tv film commercials. 


Artists Recording Studios 
8718 E. 77 Terrs., Kansas City 33, 
Fleming 3-6767; Bill L. Godden, p. 
Synchronous sound recording; musical jin- 
gles; equipment sales. 


Mo.; 


Atlas Film Corp. 

1111 S. Blvd. Oak Park, IIL; 
7-8620; L. P. Mominee, p. 
Commercials, syndicated spots and indus- 
trial films. 


Branch Offices: 


Austin 


408 Rucker PI., Alexandria, Va.; Overlook 
3-1525; 

11 Barbour Terrs., Box 36, Bloomfield 
Hills, Mich.; Midwest 7-1155; 


6331 Hollywood Blvd.; 
Hollywood 9-3904. 


Hollywood, Calif.; 

















A.T.U. Productions, Inc. 

130 W. 57th St., N. Y. 19; Judson 6-4292-3; 
Allen Swift, p & creative d; Cal A. Stad- 
len, vp & gm. 

Creators and producers of television com- 
mercials specializing in humor, Animation, 
puppets, live action. Single spots or com- 
plete advertising campaigns. Storyboards. 
Syndicated spots. 


Audio Productions, Inc. 

630 Ninth Ave., N. Y. 36; Plaza 7-0760; 
Frank K. Speidell, p; Pete Mooney, sec; 
Harold R. Lipman, tv m. 

Producers of tv commercials and industrial 
films. 


Aurvid Productions (Div. Radio's 
Reliable Resources) 

P. O. Box 413, Philadelphia 5; Locust 
4-4429; Franklin O. Pease, optns m. 
Tv live programs; tv film shows; live com- 
mercials; tv film commercials; animation, 
b&w; package tv live shows; package tv 
film shows; tv talent; tv scripts; syndi- 
cate tv film; export film; import film; 
sound or laboratory facilities and services. 
Branch Office: 

P. O. Box 445, Sebring, Fla. 


Austin Productions, Inc. 

P. O. Box 713, Lima, Ohio; CA 9-7881; B. 
Otto Austin Jr., p; Clair E. Butturff, up. 
Film commercials, syndicated spots and in- 
dustrial films. 


Bil Baird’s Marionettes 
59-61 Barrow St., N. Y. 14; Yukon 9-9840; 


Bil Baird, Cora Baird, ps. 
Create and produce commercials and pub- 


lic-relations films. 


Bandelier Films 

1837 Lomas Blvd., NE, Albuquerque; 
Chapel 3-5848; Robert Stevens, p. 
Animated tv film commercials, live-action 
tv commercials, b&w and color technical 
training, documentary & industrial films, 
35mm or 16mm. 


Thos. J. Barbre Productions 

2130 S. Bellaire St., Denver 22; Sky- 
line 6-8383; Thos. J. Barbre, o-prod; 
Anita T. Barbre, asst m; Paul F. Em- 
rich, asst d. , 
Business films, industria] films, tv spots and 
films; every film service; photography, re 
cording, editing, writing, music library; 40 
x 60 ft. sound stage; lighting equipment; 
sound truck. 


Basch Radio & Television Produc- 
tions a 

17 E. 45th St. N. Y. 17; Murray Hill 
2-8877; Charles J. Basch Jr., Frances 
Scott, ps; Ronald Dawson, d. 

Tv commercials, animation or live talent; 
film programs; industrial and training films, 
in b&w, color; 35mm or l6mm. 


Bay State Film Productions, Inc. 
35 Springfield St., Agawam, Box 129, 
Springfield 1, Mass.; RE 43164; Morton 
H. Read, p: Eugene Bunting, exec vp; 
David D. Doyle, vp-sls; Harold O. Stan- 





ton, vp-tv; Merrill Sweetman, assoc prod, 
Producer of industrial film and commer- 
cials. 

Branch Office: 

80 Boylston St., Boston 16; HA 6-8904; 
David D. Doyle, vp-sls; Lowell F. Went- 
worth, ae. 


Beacon Television Features, Inc. 
115 Newbury St., Boston 16; Common- 
wealth 6-6881; J. L. Sanderson, p; B. G. 
Keane, treas. 

Complete tv film commercial service; story- 
boards, with copy furnished through com- 
pleted film production; estimates on story- 
boards through film production; feature- 
film production, industrial films, etc. 


V. S. Becker Productions 

551 Fifth Ave. N. Y. 17; Murray Hill 
2-0777; Viola S. Becker, o & exec prod. 
Tv film commercials, film shows, indus- 
trials, distribution and live shows. 


Bemiller Productions, Inc. 

6000 Sunset Blvd., Room 103, Hollywood 
28, Calif.; Hollywood 2-3546; Robert H. 
Bemiller, p; Richard T. Bemiller, bus m; 
Ted C. Bemiller, cinematography d. 
Animated commercials; live-action commer- 
cials; jingles; color, b&w; syndicated 
commercials. 


Bengal Pictures 

3014 Petite Ct., Los Angeles 39; Normandy 
2-7808; Robert C. Deaterna, film ed; 
Ralph Gardner, asst prod; Cheri Lé 





CREAJVITY 


Bringing the exact effect and flavor of the client’s and the 


agency’s creation intact to the television screen . 


. . that is 


CreaTVity. It is hard to define but easy to recognize in any 
good commercial. It requires the total effort of a crack produc- 
tion team, working with the most modern equipment. 


CreaTVity is the reason the finest agencies choose Audio Pro- 
ductions to serve their most valued clients, again and again. 


AUDIO 


PRODUCTIONS, INC. 
630 Ninth Ave., N. Y. 36, N. Y. ¢ PL 7-0760 
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Blanche, script-story-narration; Charley 
Knight, sound. 
Tv spots; feature westerns; quarter-hour 


shorts; commercials; films made to order. 


Real Benoit Film Productions 
2161 St. Catherine St. W., Montreal, Can.; 
We 3-7339; Real Benoit, o. 


Russell R. Benson Productions 
136 N. Delaware St., Indianapolis; Mel- 
rose 7-0306; Russell R. Benson, p; Dun- 
can P. Schiedt, d photography. 
Industrial and educational films (lease or 
loan); film spot commercials. 


Guy Biddick 

1046 S. Olive St., Los Angeles 15; Rich- 
mond 9-8800; Guy Biddick, m; Sid 
Sutherland, prodn m; Burt Zoul, travel 
rep; Barbara McNey, off m. 
Commercials and syndicated spots. 


Biever & Stein Productions, Inc. 
527 Madison Ave., N. Y.; Plaza 3-1147; 
Curtis Biever, p; Lou Stein, sec; Gabriel 
S. Longo, gm. 

Creation of jingles, theme, mood and back- 
ground music for tv-radio commercials, 
industrials and films. 


Bray Studios, Inc. 

729 Seventh Ave., N. Y. 19; Circle 5-4582; 
J. R. Bray, chmn bd; P. A. Bray, p & 
prodn m; P. Bray Jr., vp, sls; Max 
Fleischer, animation d; B. D. Hess, dis- 
tribution m. 


Bill Burrud Productions 
7559 Santa Monica Blvd., Hollywood 46, 
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LARS CALONIUS PRODUCTIONS INC 
45 WEST 45 ST. NEW YORKNY. 
PLAZA 7-0350 
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Calif.; Hollywood 3-8181; Bill Burrud, p; 
Gene McCabe, vp. 

Tv live programs; tv film shows; tv film 
commercials; educational shorts; industrial 
shorts; package tv film shows; syndicate 
tv film. 


Ss. W. Caldwell, Ltd. 

447 Jarvis St., Toronto 5, Ont.; WA 2-2103, 
CI 9-7641; Spence Caldwell, p; Gordon 
Keeble, exec vp; Sydney Banks, vp (prod) ; 
Ken Page, vp (sls.) 

35/l6mm tv and industrial production; 
studio and equipment rental; animation 
(full cell and camera); art work, slides, 
film strips, kine recording, sound record- 
ing; 35/16mm processing and printing. 
Branch Offices: 

Suite 319, 1410 Stanley St., Montreal, Que.; 
AV 8-0528; J. R. DeBow, branch m. 

355 Main St., Ottawa, Ont.; CE 5-1023; D. 
Manson, Ottawa, rep & d. 

655 Viscount Place, Winnipeg; GL 2-1318; 
G. Hellman. 

1049—32nd Ave. W., Vancouver; RE 6- 
7280; Miss Florence Ward. 


Calhoun Studios, Inc. 

264 E. 78th St, N. Y. 21; Lehigh 
5-2120; Brian Calhoun, p; Paul A. Gold- 
schmidt, vp; Dietlinde Ruber, sec-treas; 
Fred Carley, prodn d; Charles Gennell, 
sls m. 

Commercials, syndicated spots and indus- 
trial films. 


California International Produc- 
tions 

6710 Melrose Ave., Hollywood 38, Calif.; 
Webster 9-1491; H. F. O'Donnell, o. 
Tv film shows; tv film commercials; educa- 
tional] shorts; industrial shorts; religious 
films; animation, b&w and color. 


| Lars Calonius Productions, Inc. 
| 45 W. 45th St, N. Y. 36; Plaza 7-0350; 


Lars Calonius, p; Duane Crowther, vp. 
Producers of animation and live action 
commercials. Specialists in creative story 
board and idea development. 


Camera Craft 

6800 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 3-6856; Robert Crawford. 
Commereials and slides. 


Campus Film Productions, Inc. 

20 E. 46th St. N. Y. 17; Murray Hill 
2-8735; Nat Campus, p & prod; Jules 
Krater, exec prod. 


Canadian Film Industries Co., Ltd. 
310 Lakeshore Rd., Toronto 14, Can.; Clif- 
ford 5-2351; Arthur Gottlieb, p. 

Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; animation, 


| b&w, animation, color; music effects; rent 


studios and facilities; sound or laboratory 
facilities and services; process film. 


Canyon Films of Arizona, Inc. 


| 834 North Seventh Ave., Phoenix; Alpine 


2-1719; Raymond Boley, 
Allen, d of photography. 
Complete production of tv film commercials 
and publicrelations films; live action or 
animated, 16mm or 35mm. 


prod; Robert 


Capital Film Service 
224 Abbott Rd., East Lansing, Mich; 
Edgewood 2-3544; James Robert Hunter, 


Tv live programs; tv film shows; live com- 
mercials; tv film commercials; soundies; 
educational shorts; industrial shorts; re- 
ligious films; newsreels; animation, b&w; 
animation, color; musical effects; tv 
scripts; syndicate sound effects library; 
rent studios and facilities; sound or labo- 
ratory facilities and services; process film. 


Captain Z-Ro Productions, Inc. 
209 E. 56th St., N. Y. 22; Eldorado 5-7943; 
Henry Brown, p. 

Tv film shows; tv film commercials. 


Jimmy Carroll, Inc. 

210 W. 55th St., N. Y. 19; Circle 6-5967. 
Producer of musical radio and television 
commercials. 


Cascade Pictures of Calif., Inc. 
1027 N. Seward St., Hollywood 38, Calif.; 
Hollywood 2-6481; B. J. Carr, p; Roy Sea- 
wright, vp & d of photography; Vaughn 
Paul, vp prodn; George B. Seitz Jr., prod- 
d 


Commercials, syndicated spots and indus- 
trial films. 


Cate & McGlone 

1521 Crossroads of the World, Hollywood 
28, Calif.; Hollywood 5-1118; T. W. Cate, 
E. D. McGlone, pts. 

Industrial relations, documentary, public 
relations, sales promotion, sales training, 
travelogues and tv commercials; complete 
production, including script writing, story- 
boards, photography and editorial services. 


Cavaicade Television Programs 
7904 Santa Monica Blvd., Hollywood 46, 
Calif.; Oldfield 4-4144; Harvey Pergament. 
Tv film shows; tv film commercials; educa- 
tional shorts; animation, b&w, animation, 
color; export, import film. 


CBS Animations 
485 Madison Ave., N. Y. 22; 
2345; Tom W. Judge, g sls m. 


PLaza 1- 


Centron Corp., Inc. 

W. 9th at Avalon Rd., Lawrence, Kan.; 
Viking 3-0400; Arthur H. Wolf, p. 

Film spot commercials; industrial and edu- 
cational films (lease or loan). 


Hu Chain Associates 

15 E. 48th St., N. Y. 17; Plaza 5-5240; 
Hubert V. Chain, o. 

Tv film commercials, live action and ani- 
mation; industrial films. 


Charter Oak Tele-Pictures, Inc. 
423 E. 90th St., N. Y.; TR 6-6800; Louis 
Cavrell, p; Ira Cavrell, film d; Otis Cav- 
rell, sec. 

Producer of commercials, industrials, pro- 
grams, training and sales films. 


Chicago Film Studios 

720 N. Michigan Ave., Chicago 11; White- 
hall 4-6971; E. G. Josephson, p; Russell T. 
Ervin, prodn m; Robert D. Casterline, sls 
m; Walter Rice, lab m. 

Tv commercials and industrial films, 35mm 
& 16mm recording services. 





















Christensen-Kennedy Productions, 
Inc. 

2824 Harney St., Omaha 31; 341-2977; 
Ray Christensen, p & g sls m; Ken Dun- 
ning, art d; Bob Hufstader, prodn m; Den- 
nis McGuire, d; William Lobb, sound; 
John Frechette, photography & editing. 
Television commercials, syndication of tele- 
vision spots, syndication of bank commer- 
cials, animation, 35mm sound slide film 
strips; all types of motion pictures. 
Branch Office: 

1601 N. Gower, Hollywood 28, Calif.; HO 
2-3684; Jack L. Silver, west coast rep. 


Cine-Audio Alberta Co. Ltd. 
10251—106th St., Edmonton, Alberta, Can- 
ada; Garden 2-2017; N. J. Zubko, o. 
Tv film commercials, educational shorts, 
industrial shorts, newsreels, medical films 
and animation; b&w processing and print- 
ing, color printing, music and sound ef- 
fects; recording and laboratory facilities 
and services. 


Cinecraft Productions, Inc. 

2515 Franklin Blvd., Cleveland 13, Ohio; 
Superior 1-2300; Bob Davidson, sls m; Ray 
Culley, prodn m. 

Tv, radio commercials, industrials, slide 
films, complete facilitics 16mm & 35mm. 


Cinesound, Ltd. 

553 Rogers Rd., Toronto, Can.; Roger 
2-7338; B. J. Bach Jr, p & gm. 

Tv film commercials; educational shorts; 
industrial shorts; animation, b&w; anima- 
tion, color; music effects; package tv 
film shows; tv scripts; syndicate sound- 
effects library; rent studios and facilities; 
sound or laboratory facilities and services; 
process film. 


Cine-Sports Productions 

#2 High View Terrace, New Canaan, 
Conn.; OX 7-9174, N. Y.; Walter Harrison 
Smith, p. 


Cine-Tele Productions 

6325 Santa Monica Blvd., Hollywood 38, 
Calif.; Hollywood 5-3376; Harry J. Leh- 
man, prod-o; Gail McKiddy, writer-d; 
Jacques Lehman, sls m; Clayton McKiddy, 
prodn sup. 

Animated commercials; industrial motion 
pictures; 16/35mm editing services; sound 
services; motion-picture photography; 
training film productions. 


Cinetoon Productions 
1847 Fort St. Honolulu 
502677; Maurice D. Myers. 
Commercials, syndicated spots and indus- 
trial films. 


13, Hawaii; 


Cine-Video Productions, Inc. 
Milford, Conn.; Trinity 4-6590; Garo W. 
Ray, p. 

Industrial and educational films; film spot 
commercials. 


Clifton Productions, Inc. 

62 West 45th St., N. Y. 36; Murray Hill 
2-0040; Maurice T. Groen, p; Ronald T. 
Groen, vp chg prodn; Bertram Cohen, asst 
prodn m. 

Industrial, educational and sales training 


films; tv commercials; specialize in color; 
large color stock—shot library of interna- 
tional footage. 


Coffman Films, Inc. 

4519 Maple Ave., Dallas 19; Lakeside 
8-3692; Hammond Coffman, p; Howard 
Greene, prodn m, 


John Colburn Associates, Inc. 

1122 Central Ave., Wilmette, Ill.; Alpine 
1-8520, Broadway 3-2310; John E. Colburn, 
p; Henry Ushijima, vp; Sumner J. Lyon, 
vp & creative d; William H. Stewart, 
prod-d; Del Schroer, prodn m. 


Sound stage and production facilities for 
16mm and 35mm industrial and tv films and 
commercials. 


Columbia-Screen Gems, Inc. 

Tv Commercial & Industrial Film 
Division 

1438 N. Gower St., Hollywood 28, Calif.; 
HO 2-3111; Joe Swavely, d; Richard 
Kerns, exec prod; Roy Hollingsworth, 
prodn m; Edward Rinker, ae. 

Tv commercials, Industrial & PR films, 
sponsored theatrical films. 

Branch Offices: 

230 N. Michigan Ave., Chicago 1, IIL; 
Burton Neuberger, Mid-West rep. 
Elliot-Unger-Elliot, 414 W. 54th St., N. Y. 
19; JU 6-5582. 


Continental Film Productions 
Corp. 

2320 Rossville Blvd., Chattanooga; Amherst 
7-4302; James E. Webster, p; H. L. 
Thatcher, treas; Thomas Crutchfield, sec. 
Television commercials, live and animation 
in 16 mm and 35mm; 16mm _ industrial 
films; 35 mm filmstrips. 


Corelli-Jacobs Film Music, Inc. 
723 Seventh Ave., N. Y. 19; Judson 6-6673; 
Alfonso Corelli; Fred Jacobs. 

Music library on disc and tape. Editing of 
music scores for tv commercial films and 
motion pictures. Original scores, sound ef- 
fects. 


Coronado Productions, Inc. 

444 Madison Ave., N. Y. 22; Murray Hill 
7-4515. 

Producer of musical commercials for radio 
and television. 


Roland D. Crandall Productions 
31 Heusted Dr., Old Greenwich, Conn.; 
NO 7-0425; Roland D. Crandall, p. 
Producer of commercials. 


Craven Film Corp. 

330 E. 56th St, N. Y. 22; Murray Hill 
8-1585; Thomas Craven, p; Beverly 
O'Reilly, ae; Bill Robinson, a sup; David 
Saperstein, prodn m. 

Creation and production of tv spots, in- 
dustrial and documentary films, and filmed 
tv series. 


Crawley Films, Ltd. 

19 Fairmont Ave., Ottawa, Ont.; Parkway 
8-3513; F. R. Crawley, p; Graeme Fraser, 
vp; Charles Everett, vp; Sally McDonald, 


producers’ service div; James Turpie, tv 
commercials div. 

Television films, sponsored films; tv com- 
mercial dept., production services, sound 
recording, animation, complete lab facilities. 
Branch Offices: 

1467 Mansfield St., Montreal, P.Q.; Avenue 
8-2264. 

181 Eglinton Ave. E., Toronto, Ont.; Hud- 
son 5-0325; William C. Kennedy, m. 


Colmes-Werrenrath Productions, 
Inc. 

1037 Woodland Drive, Glenview, Ill.; Park 
9-0011; Walter Colmes, p. 

Creative services; production, direction, 
writing; complete studio facilities; com- 
plete editing and projection facilities. 
Branch Office: 

William Penn Hotel, Pittsburgh, Pa.; Grant 
1-3696; George Heid, Pittsburgh rep. 


Commerce Pictures 

525 Poydras St., New Orleans; Magnolia 
5026; Robert Wiegand, p. 

Short-length commercials, live action, art, 
special effects, opticals; studio; lab; Koda- 
color prints. 


Commercial Syndicated Films, Inc. 
40 W. Kinzie St., Chicago; WH 47477; 
William R. Johnson, p; Irving Bell, vp 
& treas; Betty L. Taylor, sec. 

Syndicated commercials in color animation, 
completely customized for local use. 


Commodore Productions & Artists, 
Inc. 

6636 Hollywood Blvd., Hollywood 28, Calif.; 
Hollywood 9-7502; Walter White Jr., p- 
exec prod. 

Tv live programs; tv film shows; tv film 
commercials; industrial shorts; package tv 
film shows. 


Concord Co. 

9006 Sunset Blvd., Hollywood 46, Calif.; 
Bradshaw 2-7801; Charles R. Purnell, Lee 
Atkinson, ps. 

Tv live programs; tv film shows; live com- 
mercials; tv film commercials; industrial 
shorts; religious films; travelogues; anima- 
tion, b&w; animation, color; package tv 
live shows; package tv film shows; tv 
scripts; syndicated tv film shows. 


Consul Film Corporation 

Samuel Goldwyn Studios; Hollywood 46, 
Calif.; Hollywood 7-6101; Paul G. Benton, 
p; Fred Ahern, vp & sec; Robert M. 
Koenig, vp & treas. 

Producers of commercials and programs for 
television; films for industry and theatrical 
features. 


Creativision 
1780 Broadway, N. Y. 19; Circle 5-4830; 
Seymour Posner, client services. 


Commercials and syndicated spots. 


Cristal Animation, Inc. 

17 E. 45th St., N. Y. 36; TN 7-3480; Charles 
A. Bemant, p; Fernando Venegas, creative d. 
Producers of animated ty commercials, 
animated industrials and educational films. 


Bing Crosby Productions 
9028 Sunset Blvd., Los Angeles 46; Crest- 
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view 1-1171; John O'Melveny, p; Basil 
F. Grillo, exec vp. 


Crossroads Tv Productions 

1121 S. Glenstone, Springfield, Mo.; Uni- 
versity 2-4422; John B. Mahaffey and E. E. 
Siman Jr., mng vps. 

Live shows: videotape; film commercials. 


CTN Film Productions (Div. of 
Commercial Telecast Networks, 
Inc.) 

1l Broadway, N. Y. 4; Bowling Green 
9.6296; William F. Hogan, vp; D. C. Du- 
rant, sec. 

Creative consultation and production super- 
vision of tv film commercials on annual con- 
tract basis only with advertising agencies. 


Cummings Productions, Inc. 

35 W. 53rd St., N. Y. 19; Plaza 7-6452; 
Ralph Waldo Cummings, p. 

Producer of musical commercials for radio 
and television. 


D&R Productions, Inc. 

210 E. 47th St., N. Y. 17; Plaza 2-6520; 
Ron Fritz, p: Dan Hunn, vp chg anima- 
tion; Judy Price, prodn coord. 

Full production for animation from crea- 
tion to final film. 


Dalton Film Co. 

813 Daniel Bldg., Tulsa 3; Luther 5-9973; 
Russell W. Kurtz, p. 

Tv live programs; tv film shows; tv film 
commercials; package tv live shows; pack- 
age tv film shows. 


Phil Davis Musical Enterprises, 
Inc. 

59 E. 54th St. N. Y. 22; Murray Hill 
8-3950; Phil Davis, p; Earl Paul, vp, mus 
d; L. H. Davis, sec-treas; Joe Rhodes, 
prodn m; E. C. Redding, copy d; Renee 
Strum, exec sec. 

Creators and producers of custom-built 
musical commercials for tv film soundtracks 
and radio transcriptions; musical consult- 
ants to advertising agencies and film pro- 
ducers; composition of original music and 
copy approaches for spot campaigns; facili- 
ties to handle any service or complete pack- 
age. 


Gordon M. Day Productions 

15 W. 44th St, N. Y. 36; Murray Hill 
2-5299; Gordon M. Day, o & creative d; 
Carol Bulkley, prodn m; Leo L. Reich, 
treas. 

Writing-production of tv-radio jingles & 
spots. Consultant to advertising agencies. 


De Frenes Co. 

1909-1919 Buttonwood St., Philadelphia 30; 
LO 3-1686; Joseph De Frenes, p & sls 
m; Richard De Frenes, sec: Michael 
Levanios, vp for prodn. 

Commercials, programs and industrials. 


Gene Deitch Animated Cartoons 
15 East 48th St., N. Y. 17; Plaza 8-1024. 
Director of cartoon films. 


Demby Productions, Inc. 

Hotel Plaza, 1 West 58th St., N. Y. 19; 
Plaza 9-2495; Emanuel Demby, p; Betty 
Jeffries, research d; Mimi Reichert, client 
relations. 

Producer of programs, commercials, and 
features. Affiliated with Motivation Re 
search Associates. 


Florian de Narde Productions 

3 East 57th St., N. Y. 22; Plaza 3-7030; 
Florian de Narde, o. 

Producer of commercials, industrial and 
documentary films. 


Hal Dennis Productions 

6314 La Mirada Ave., Hollywood 38, Calif. 
Motion picture production, live action; 16 
& 35mm b&w & color; animation. 


Jack Denove Productions, Inc. 
6611 Santa Monica Blvd., Hollywood, Calif. ; 
HO 48331; Jack Denove, p. 


Dephoure Studios, Inc. 

782 Commonwealth Ave., Boston 15; Bea- 
con 2-5722; Joseph Dephoure, p & treas; 
Milton L. Levy, up. 

Commercials, syndicated spots and indus- 
trial films. 


Depicto Films Corp. 

254 W. 54th St, N. Y. 19; 
5-7620: J. R. Von Maur, p. 
Commercials, industrial films, and closed 
circuit telecasts. 


Columbus 


Louis De Rochemont Assoc., Inc. 
380 Madison Ave., N. Y. 17; Oxford 7-0350. 











‘Films With A Purpose” 


6611 Santa Monica Blvd., Hollywood 38, California 
HO 4-833 1 
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PRODUCTIONS, INC. 
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Tv film shows; commercials; educational, 
industrial shorts; religious films; animation, 
b&w & color; package tv film shows; im- 
port film. 


Desilu Productions, Inc. 

780 Gower St., Los Angeles 38; Hollywood 
9-5911. 

Commercials and syndicated spots. 


Leo Diner Films 

332 Golden Gate Ave., San Francisco 2; 
Prospect 5-3664; Leo Diner, o. 

Tv spots, complete lab sound recording, tv 
recording, large stage, animation, editing. 


Walt Disney Productions, Inc. 
500 South Buena Vista, Burbank, Calif.; 
VI 9-3411; Roy O. Disney, p; Card Walker, 
up chg adv & sls; Donn Tatum, vp chg tv; 
William Anderson, vp chg prodn; Dick Mc- 
Kay, pub d; Bill Dover, story ed. 

Buena Vista Distribution Co., Inc., 477 
Madison Ave., N. Y.; Plaza 9-3880; Irving 
Ludwig, p & g sls m; Charles Levy, d 
adv & publicity. 


Dolphin Productions, Inc. 

37 W. 57th St., N. Y. 19; Plaza 3-5892; 
Allan Stanley, p. 

Producers of commercials, animation and 
motion pictures for tv and industry. 


Dolphin-Ross Productions 

37 W. 57th St. N. Y. 19; Plaza 3-5892; 
Allan Stanley, chg prodn; Roy Ross, crea- 
tive d. 

Producers of tv IDs and radio; station 
promotions; jingles; film scores and musical 
effects and programs. 


Douglas Productions 

10 W. Kinzie St., Chicago 10; Mohawk 
4-7455; Fred C. Raymond, p; Arthur R. 
Jones III, exec vp; Douglas P. Raymond, 
vp-prodn, 

Producer of films for educational, indus- 
trial and television use; motion pictures; 
slide films, titling, animation and conform- 
ing; laboratory work and printing services. 


Cal Dunn Studios, Inc. 

159 E. Chicago Ave., Chicago 11; White- 
hall 3-2424; Cal Dunn, p; Joseph G. 
Betzer, vp; “Yar” Yarbrough, exec art 
prod; Helen A. Krupka, creative serv- 
ices d. 

Motion pictures and slide films for sales 
promotion, training, product information 
and employee indoctrination; tv commer- 
cials and productions. Facilities: creative, 
art, photographic, animation, editing and 
supervisory staffs; 16mm and 35mm motion 
and slide-film cameras; 16mm and 35mm 
editing and sound equipment; distribu- 
tion facilities. 


Dynamic Films, Inc. 

405 Park Ave. N. Y. 22; Plaza 1-7447; 
Nathan Zucker, p; Walter Lowendahl, exec 
vp; Gerald Carrus, contoller; Mina Brown- 
stone, d prom & pr; Sol S. Feuerman, 
p, Medical Dynamics, Inc. 

Branch Office: 

112 W. 89th St., N. Y. 24. 

Editing, production and recording studios. 
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East Coast Productions, Inc. 

45 W. 45th St. N. Y. 36; Circle 6-2145-6; 
Joseph Josephson, p. 

Production, editorial and technical services 
for tv. 


Educational Films Corp. of America 
1501 Broadway, N. Y. 36; Pennsylvania 
6-1780; Earle W. Hammons, p. 

Tv film commercials; educational shorts; 
music effects; package tv live shows; pack- 
age tv film shows. 


Educational Film Enterprises, Inc. 
6770 Hollywood Blvd., Hollywood 28, Calif. ; 
HO 4-7721—7-2806. 

Production of every kind of commercial, 
educational, industrial and publicity film. 
Film library of historical documentary 
footage. 

Branch Office: 

11 Commerce St., Newark 2, N. J.; Sidney 


S. Jaffee, treas-vp. 


Ed-Venture Films 

1122 Calada St., Los Angeles 23; AN 
1-1885; William E. Hines, p. 

Consulting and producing, pre-production 
planning, production and post production 
—studio and location shooting; aerial and 
underwater specialists; live action on film 
and mobile video tape. 


Elan-Porter Productions, Inc. 

19 W. 45th St., N. Y. 36; Judson 2-1992; 
Raphael Elan, p. 

Live commercials; tv film commercials; edu- 
cational shorts; industrial shorts; religious 
films. 


Electro-Vox Recording Studios 
5546 Melrose Ave., Hollywood 38, Calif.; 
Hollywood 5-2189; Bert B. Gottschalk, p. 
Live commercials; industrial shorts; rent 
studios & facilities; slides. 


Elektra Film Productions, Inc. 

33 W. 46th St., N. Y. 36; Judson 2-3606; 
Abe Liss, p. creative d; Sam Magdoff, 
sec, sls & bus m, 

Complete film service of commercials-indus- 
trials. Creation of storyboards and scripts for 
both animated and live-action film. 


Peter Elgar Productions, Inc. 

75 W. 45th St., N. Y. 36; Judson 6-1870; 
Peter F. Elgar, p. 

Films for industrial, educational and re- 
ligious use and television. 


Elliot, Unger & Elliot, Inc. 

(A Division of Columbia Pictures) 
414 W. 54th St., N. Y. 19; Judson 6-5582; 
Stephen Elliot, p; Michael Elliot, treas; 
William H. Unger, sec; L. L. Goldwasser, 
exec prod; Alfred Mendelsohn, g sls m; 
Joe Swavely, chg w coast div; Dick Kerns, 
exec prod. 

Tv filmed commercials. Four sound stages in 
N. Y.; Columbia Studios in Calif. 


Charles Elms Productions, Inc. 

5 E. 40th St, N. Y. 16; Murray Hill 
6-8877; Charles D. Elms, p; Charles D. 
Elms Jr., vp; R. M. Elms, sec. 

Complete service from planning through 
production; both photographic and ani- 
mated. Motion pictures, slide films, tv com- 
mercials, “Widescope” presentations, slides, 


easels. 

Branch Office: 

163 Highland Ave., N. Tarrytown, N. Y.; 
Medford 1-3363; Charles D. Elms, p. 


Emerson Film Corp. 

1037 Woodland Dr., Glenview, Ill.; Park 
9-0011. 

Commercials and syndicated spots. 


Empire Production Corp. 

480 Lexington Ave., N. Y. 17; Plaza 9-4505; 
Arthur Lubo, p; L. Hamilton Holton, vp 
prodn; C. Austin Love, vp sls. 
Commercials and syndicated spots. 


Walter Engel Productions, Inc, 
20 W. 47th St., N. Y. 36; Judson 2-3170; 
Walter Engel, p; Joseph Williams, exec 
prod sup; Robert Levengood, prodn asst. 
Producer of television spots, industrial, edu- 
cational and sales training films. Complete 
self-contained studio. 


Enterprise Preductions 

13750 Saticoy St., Van Nuys, Calif.; Tri- 
angle 3-2730; Sherman L. Weiss, exec prod. 
All commercial film services offered. 


Era Productions, Inc. 

5545 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 2-2251; Brice Mack, p; Robert 
Mack, vp; Milton Schaffer, sec-treas. 


Ted Eshbaugh Studios, Inc. 

1029 E. 163rd St., N. Y. 59; Dayton 9-3220; 
Ted Eshbaugh, p; Jack Eshbaugh, treas. 
Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; religious 
films; animation, b&w; animation, color; 
package tv film shows; syndicated tv 
film; sound or laboratory facilities and serv- 
ices. 


Faillace Productions, Inc. 

59 E. 54th St., N. Y. 22; EL 5-1752; A. S. 
Faillace, Jr., p; Len Mackenzie, vp & crea- 
tive d; Chick Vincent, vp chg of program- 
ming: Bob Haggart, mus d; Esther G. 
Beitchman, sec. 

Creation; writing and production of musical 
commercials and television background scor- 
ing; development and production of pro- 
zram material. 


Jerry Fairbanks Productions of 
California, Inc. 

1330 N. Vine St., Hollywood 28, Calif.; HO 
2-1101; Jerry Fairbanks, p; William Ster- 
ling, sls d; Leo S. Rosencrans, Ad creative 
dept; Robert Larsen, film d; John McKen- 
non, prodn m; Robert Scrivner, studio m. 
Complete facilities for production of film 
commercials, studio, equipment. 

Branch Offices: 

520 N. Michigan Ave., Chicago; Whitehall 
4-0196; Robert Kemper, midwestern rep. 


FAST COAST 
MOTION PICTURE PRODUCTION 
EDITORIAL and TECHNICAL SERVICES 


t FOR BETTER FILMS 


CREATIVE EDITING COMPLETE 
PERSONAL SUPERVISION 
JOSEPH JOSEPHSON 
Circle 6-2146 






45 West 45th St 
New York 36 








219 Majestic Bldg., San Antonio; Capitol 
4-8641; Jack Mullen, southern rep. 


Fantasy Features, Inc. (Subsidiary 
to Lance Prod’s.) 

353 West 57th St., N. Y. 19; Plaza 7-6167; 
Lorren Lester, p; Alford Lessner, vp; 
Samuel H. Evans, treas; George Lessner, 
vp-sec. 

Producer of commercial, documentary, in- 
dustrial and puppet films. 


Farkas Films, Inc. 

385 Third Ave. N. Y. 16; Murray Hill 
3-9938; Nicholas Farkas, p; F. E. Robi- 
son, vp; Mary Finley, sec-treas; Francois 
Farkas, photo dept; Oscar Ray, scenario 
dept. 

Producer of non-theatrical and theatrical 
films; tv commercials. 


SINCE 1915 « almost half a century as 
pioneer and uncontested leader in its field 
HOTPRESS LETTERING ON CARD, CEL, 
COLORAIO ETC., IN WHITE AND COLOR 
BACKGROUNDS, SLIDES, FLIPS, CRAWLS ETC. 
30 page type book available at 

247 West 46th St 


CALL 


Y 
ci7-2126 
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Film Productions Incorporated 33 West 46th Street 
New York 36, New York JUdson 2-3606 
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Have you seen 


what we've done 
with films? 


Ferro 

Mogubgub & 
Schwartz 

165 West 46 Street 


New York 36, N.Y. 


For a screening 
call Judson 2-1231 









| 3-3777; 


Felix the Cat Creations, Inc. 

355 Lexington Ave., N. Y.; Yukon 6-5161; 
Joseph Oriolo. 

Theatrical, tv programming & tv commer- 
cials. 


Ferro, Mogubgub & Schwartz, Inc. 
165 W. 46th St., N. Y. 36; Judson 2-1231; 
Lew Schwartz, exec prod; Pablo Ferro, exec 
d; Fred Mogubgub, creative d. 

Film direction for visual marketing & com- 
munication. Producers of film for tv com- 
mercials, industry, theatre, sales promotion 
& training, government, slide films, titles & 


| education. Specialists in graphic design & 


animation. 


Filmack Studios 

1327 S. Wabash Ave., Chicago 5; Harrison 
7-3395; Theater Dept. Harrison 7-3395; Tv 
Dept. Harrison 7-4855; Joseph Mack, p; 


Don Mack, vp tv sls; Bernard Mack, crea- 


tive d; Pat Cascio, prodn sup. 
Tv commercials creation & storyboards— 


| live sound stage or location photography. 


Full cell cartoon animation—limited & cycle 
animation—music, jingles, sound effects & 


| voice recordings—35mm & 16mm laboratory 
| developing, editing, printing, tv slides— 
| filmstrips. 


| Film-Aide 


509 Harrison St., Amarillo, Tex.; Drake 
George W. Tiffany; David K. 
Patton. 

Commercials and syndicated spots. 


| Film Associates, Inc. 
| 4600 S. Dixie Highways, Dayton 39, Ohio; 


Animation 


Center 
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COMMERCIAL ANIMATION ... 


CONSULTANTS ... 


CREATIVE PRODUCTION .. . 


A Division of 


293-2164; E. Raymond Arn, p & gm; Ed- 
ward R. Lang, prodn m. 

Complete production and 16mm laboratory 
services, daily reversal processing, com- 
pletely equipped 40’ x 60’ ‘sound stage; 
sound recording and re-recording, color 
duplicating, titling and animation. 


Filmaster, Inc. 

California Studios: 

650 N. Bronson Ave., Hollywood 4, Calif.; 
Hollywood 6-1681; Robert W. Stabler, p; 
Glenn N. Cook, vp in chg prodn; William H. 
FitzSimmons, vp-commercial .& industrial 
div. 

New York Office: 

9 Rockefeller Plaza, N. Y. 20; Judson 6- 
1404; H. Weller Keever, vp chg sls; John 
W. Murphy, exec c prod. 

Florida Studio: 

707 Nicolet Ave., Winter Park, Fla.; Mid- 
way 7-7011; Roleert E. Kearney, vp in chg. 
Producer of program, commercial, business, 
industrial, government and feature films. 


Filmcraft Productions 

8451 Melrose Ave., Los Angeles 46; Olive 
3-2430; Regina Lindenbaum, p; Steven M. 
Perry, prod m. 

Film production supervision, tv series, tv 
spot commercials, documentary, feature, in- 
dustrial, training and classified films. 


Filmex Inc. 

339 E. 48th St., N. Y. 17; 
Robert Bergmann, p. 
Producers of motion pictures for television 
and industry. 


Plaza 2-0744; 








FELIX THE CAT CREATIONS, INC. 
355 LEXINGTON AVE. ¢ NEW YORK 17, N. Y. 


YUxKown 6-5161 














Filmfair 

1040 N. McCadden Place, Los Angeles 38; 
Hollywood 48195; Gus Jekel, p; Ken 
Champin, vp; Dick Van Benthem, vp; 
William D. Jekel, vp; Kay Himes, sec- 
treas. 

Creation and production of animation, live 
action and stop motion films for television 
and industry. 


Film File (Pix Enterprises) 

4615 Longridge Ave., Sherman Oaks, Calif.; 
Triangle 3-3197, State 8-7836; George 
Grenville, prodn sup. 

Commercials and syndicated spots. 


Filmrite Associates, Inc. 

1438 N. Gower St., Hollywood 28, Calif.; 
Hollywood 47491; Sherman Grinberg, 
Milo Mandel, prodn execs. 

Film production. 

Branch Office: 

245 W. 55th St., N. Y. 19; Judson 6-8750; 
Bernard Chertok, prodn exec. 


Films Five Inc. 

18 E. 50th St. N. Y. 22; Plaza 2-7960; 
Nicholas Newton, p & chg sls; Nox Lem- 
pert, exec prod; Jacques Dufour, art d. 
Producers of tv commercials, industrial 
films, public relations films. 


Filmways, Inc. 

18 E. 50th St, N. Y. 22; Plaza 1-2500; 
Martin Ransohoff, chm of bd; Rod Erick- 
son, p; Mickey Dubin, sr vp; Lee Good- 
man, vp prodn. 

Producer of tv programs, commercials and 
industrial films. 


Fine Arts Productions Inc. 

7779 Sunset Blvd., Hollywood 46, Calif.; 
Hollywood 7-7107; John Wilson, p; Paul 
Hurschler, vp. 

Produce film commercials, animation, en- 
tertainment animated films. 


Fiore Films 

128 Mallory Ave., Jersey City 4, N. J.; Hen- 
derson 2-4474; Al Fiore, sls sup. 
Commercials, educational, industrial and 





sales-training films. 


Alan M. Fishburn Productions 
333 N. Michigan Ave., Chicago 1; Dear- 
born 2-0657; Alan M. Fishburn, o. 

Tv live programs; live commercials; tv film 
commercials; package tv live shows. 


Flagg Films, Inc. 

1427 N. LaBrea Ave., Hollywood 28, Calif.; 
Hollywood 2-0902; Don Flagg, p; Toni 
Flagg, prod-d; Ernie Reed, prodn m; Anne 
Schwartz, assoc prod; Leonard Stein, ed; 
Pat McLaughlin, off m. 

Tv commercials, tv shows, industrials, edu- 
cational films, medical films. 

Studio: 

5907 W. Pico Blvd., Hollywood 35; Webster 
8-2101. 


Fletcher Film Productions Ltd. 
RCA Bldg., 225 Mutual St., Toronto 2, Ont.; 
Empire 3-8372; Howard D. Fletcher, p; 
Svend A. Blangsted, d admin. 

Tv production for Canadian tv stations; 
tv commercials; theatrical shorts; wide- 
screen color; business and public relations 
films, sales training and industrial films; 
sound slidefilms; film distribution. 


Flicka Films 

40 W. Kinzie St., Chicage; 
William R. Johnson, gm; 
combe, natl sls d. 
Animation, live action, slidefilms, tv com- 
mercials. 


Focal Point Productions 

342 Madison Ave., N. Y. 17; Murray Hill 
7-8717; George Joseph; John Strang. 
Producers of industrial films and commer- 
cials. 


WH 47477; 
J. C. Brans- 


Fordel Films, Inc. 
1079 Nelson Ave., N. Y. 52; Wyandotte 
2-5000; Clifford F. Potts. 


Commercials and industrial films. 


Format Films, Inc. 

4741 Laurel Canyon Blvd., N. Hollywood, 
Calif.; Poplar 9-3610; Herbert Klynn, 
p; Bud Getzler, exec vp & treas; Jules 
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Engel, vp & art d; Henrietta Jordan, 
sec. 

Animated television commercials, industrial 
films, theatrical and tv entertainment pro- 
grams. 

Branch Office: 

360 N. Michigan Ave., Chicago 1; Finan- 
cial 6-3585; Jerry Abbott, vp. 


Forrell, Thomas & Polack 
Assoc., Inc. 

157 W. 57th St., N. Y. 19; Circle 6-9131; 
Gene Forrell, p & treas; Edward Thomas, 
vp; James P. Polack, vp & sec; Richard 
M. Bradshaw, d sls & prodn; Ray Carle, 
d out-of-town sls; Eleanor Fogelson, bus 
m, 

Creators and producers of music for adver- 
tising—jingles, film scores, musical effects. 
Also comedy and dramatic spots. Consult- 
ants to advertising agencies and film pro- 
ducers. 


Fotovox, Inc. 

1447 Union Ave., Memphis 4; 

way 5-3192; Elston Leonad, p; 

Berfield, prodn m; Peter Harkins, 
tive d. 

Commercials, syndicated spots and indus- 
trial films. 

Branch Office: 

216 E. Markham, Little Rock; 
2-0502; Harry Westlake. 


George Fox Corp. 

1508 Crossroads of the World, Hollywood 
28, Calif.; Hollywood 42242; George S. 
Fox, p. 

Commercials, syndicated spots and indus- 
trial filme. 


Broad- 
Frank 


crea- 


Franklin 


Frazen Productions, Inc. 

1040 N. Las Palmas Ave., Hollywood 38, 
Calif.; HO 9-9011; HO 7-6967; Stanley 
Frazen, prod-d; Sherman Rose, d. 

Tv commercials, training & industrial 
films, storyboards, animation, filmed series, 
video tape. 


Freberg, Ltd. 
7781 Sunset Blvd., Hollywood, Calif.; 


lywood 2-6973; Stan Freberg, p; 


Hol- 
Bill 


| “FUMFall 


1040 N. MCCADDEN PL. 
ae ae 38, CALIF. 
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Anaresen, gm. 

Creation and production of humorous ad- 
vertising campaigns, live action and ani- 
mated commercials, storyboards. 


Friar Graphics, Inc. 
8228 Georgia Ave., Silver Spring, Md., 
587-8686; Edgar Smith, ae. 


Animation & live production for tv. 


Allen A. Funt Productions 

White Gates, Croton-on-Hudson, N. Y.; 
Croton 1-8847; Allen A. Funt, p; Tom 
Murray, prodn m. 

Commercials, syndicated spots and indus- 
trial films. 


Galbreath Pictures, Inc. 

2905 Fairfield Ave., Ft. Wayne; Harrison 
4147; Dick Galbreath, p. 

Tv & industrial motion pictures. 


Gallagher Films, Inc. 

137 N. Oakland Ave., Green Bay, Wis.; 
Hemlock 7-1307; James C. Gallagher, p. 
Tv commercials, half-hour shows. 


William J. Ganz Co. Inc., div. of 
Institute of Visual Communication 
Inc. 

40 E. 49th St., N. Y. 17; Eldorado 5-1443; 
William J. Ganz, p; Vincent J. Capuzzi, m; 
Alexander H. Pollak, creative serv. 
Producers of tv commercials, tv films and 
industry films. Distributors of tv and non- 
theatrical films. 


Branch Offices: 
Twenty-one booking offices 
country. 


throughout 





General Pictures Corp. 

4501 Pleasant Valley Rd., Cleveland 34; 
Victory 2-3636; George Oliva Jr., p; 
Miliard M. Horace, vp. 

l6mm and 35mm motion pictures, sound 
stage, sound slidefilms, tv commercials, 
newsreel, kinescope, still photography, ani- 
mation, video tape commercials. 


Gerald Productions, Inc. 

421 W. 54th St., N. Y. 19; Plaza 7-2125; 
Gerald Auerbach, p; Louis Mucciolo, exec 
vp; Henry Traiman, vp exec prod; Oliver 
Barbour, sr vp, pgmng. 

Producers of tv commercials & promotions. 
Films for television, industry, education & 
entertainment. Complete production facili- 
ties—sound stage, editing rooms, recording 
studio, lighting & sound equipment, makeup 
& dressing rooms, home economist kitchen. 


General Television Network 

1280 Fifth Ave., N. Y. 29; EN 9-3000: 
Nat B. Eisenberg, vp prodn; Victor J. 
Kemper, vp engineering; Herbert  T. 
Green, sls m; Richard L. Colton, vp in 
chg. 

Video tape productions, closed circuit tele- 
casting and mobile video tape cruisers. 


Home Office 

901 Livernois Ave., Ferndale 20, Mich.; 
Lincoln 8-2500; Stanley R. Akers; p; John 
L. Mayer, sls m; Charles Abney, ch of 
engineering. 


Glenar Studios 
6618 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 4-0406; Sid Glenar, o. 


vr 


fe. 
CARs 
rs 


Pras 





Live commercials; tv film commercials; 
educational shorts; animation, b&w and 
color. 


Melvin L. Gold Enterprises, Inc. 
320 E. 54th St., N. Y. 22; Murray Hill 
8-0897; 1600 Broadway, N. Y. 19; Circle 
6-5700; Melvin L. Gold, p. 

Production for tv and industrial. 


Chuck Goldstein Productions 

730 Fifth Avenue, N. Y. 19; Judson 6-7477; 
Chuck Goldstein, p; Norman Richards, 
creative d; Duane Zimmerman, prodn d; 
Ruth Goldstein, bus m; Lorraine Lareda, 
off m. 

Creation production of musical or dramatic 
radio commercials and television sound- 
tracks. 


Gommi-Tv, Inc. 

65 W. 44th St, N. Y. 36; Yukon 6-1070: 
Albert Gommi, p. 

Food specialties, food inserts, tv commer- 
cials and promotional film. No live sound. 


Gotham Recording Corp. 

2 W. 46th St., N. Y. 36; Judson 6-5577; 
Herbert M. Moses, p; Robert M. Volkell, 
vp, gm; Jason B. Windwer, vp engineering: 
Fred Hertz, d pgmmng & prodn; Leonard 
Lawson, ae; Bern Robertson, film d. 
Creation and production of tv film commer- 
cials and programs; live action and anima- 
tion. 


Goulding-Elliott-Graham 
Productions, Inc. 
420 Lexington Ave., rm. 2545, N. Y. 17; 
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Lexington 2-9014; Edward R. Graham, 
p; Robert (Bob) Elliott, sec; Raymond 
W. (Ray) Goulding, treas. 


Produce tv spot commercials. 


Grantray-Lawrence Animation, 
Inc. 

716 N. LaBrea, Hollywood, Calif.; Ray Pat- 
terson, p; Robert L. Lawrence, vp; Grant 
Simmons, sec-treas. 

Film spot commercials. 


Gray & O’Reilly Productions, Inc. 
480 Lexington Ave., N. Y. 17; John F. 
O'Reilly; James E. Gray, p; James F. 
O'Reilly, up. 

Complete studio, sound, sets, etc. 


Lewis G. Green Productions 

520 N. Michigan Ave., Chicago 11; White 
hall 4-7440; Lewis G. Green, m. 
Industrial shows & tv commercials. 


Ben Greene Film Productions 
318 W. 5ist St., N. Y. 19; Plaza 7-3858; 
Ben Greene, o. 

Tv commercials, industrial films, theatrical 
films. 


Abner J. Greshler Productions, Inc. 
Sunset Towers West, 8400 Sunset Blvd., 
Hollywood 46, Calif.; Oldfield 4-5960; Ab- 
ner J. Greshler, p; Fred Harris, m. 
Commercials and industrial films. 


Branch Office: 
Radio City, N- Y., Circle 7-3025. 


Group Productions 

3600 West McNichols, Detroit, Michigan; 
University 43700; William Pearce, p: 
Michael Brown, exec prod. 
Branch Offices: 

209 E. 48th St., N. Y. 17; 
Tully Rector, vp. 
Executive House, Chicago, Illinois; Blair 
Watson, sls rep. 

Films for theatre, tv programming, indus- 
trials and tv commercials. 


Plaza 5-9874; 


Gryphon Productions, Inc. 

40 E. 49th St, N. Y. 17; Plaza 2-5280; 
Ray Favata, creative d: Carlton Reiter, 
chg sls. 

Production of creative storyboards & seripts 
for animation and live action films. 


Herman Hack Productions & 
Scripture Films 

2441 N. Beachwood Dr., Hollywood 28, 
Calif.; Hollywood 7-0557; Herman Hack, o. 
Tv film shows; live commercials; soundies; 
package tv live shows; tv scripts; syndicate 
tv film. 


Handel Film Corp. 

6926 Melrose Ave., Hollywood 38, Calif.; 
WE 6-5924; Leo A. Handel, p; Monroe 
Manning, sec. 

Producer-distributor of film series; pro- 
ducer of commercials. 


Jam Handy Organization 
2821 E. Grand Blvd., Detroit 11; Trinity 


5-2450: Jamison Handy, p; Russell B. 
Robins, sr vp; George Finch, vp sls 
dvlpmnt. 


Commercials and syndicated spots. 
Branch Offices: 


230 N. Michigan Ave., Chicago 1; State 
2-6757; Harold Dash. 


Pittsburgh 22; Zenith 0143; Charles Ren- 
frew. 

Dayton 2; Enterprise 6289; Jack Seelye. 
1402 N. Ridgewood Place, Hollywood 28, 
Calif.; Hollywood 3-2321; Thomas G. John- 
stone. 

1775 Broadway, N. Y. 19; Judson 2-4060; 
Charles Bell. 


Hankinson Studio, Inc. 

15 W. 46th St., N. Y. 36; Judson 6-0133; 
Frederick L. Hankinson, p; Walter Klas, 
vp. 

Animated and live tv spots; industrials; 
slidefilms. 


Hap Music, Inc. 

200 W. 57th St., Suite 1501, N. Y. 19; 
Circle 6-5548. 

Producer of musical radio and television 
commercials. 


Hardric Productions, Inc. 

510 Madison Ave., N. Y. 22; Eldorado 
5-5633; Ralph F.. Craig, p; Hale Rood, 
vp & mus d; Edith B. Graham, sec. 
Creation and production of musical com- 
mercials for broadcast media. 


Harriscope, Inc. 

1122 S. La Cienega Blvd., Los Angeles 35, 
Calif.; Orleander 5-8378. Burt I. Harris, p; 
Geoffrey Nathanson, prod; Connie Cole 
man, traff m. 


Production of television filmed commercials. 


Harris-Tuchman Productions, Inc. 
751 N. Highland, Hollyweod 38, Calif.; 
Webster 6-7189; Ralph Tuchman, p & 
gm; Fran Harris, vp & creative d. 
Animation and live action to film commer- 
cials and industrial films. 


Hartley Productions, Inc. 

339 E. 48th St., N. Y. 17; Eldorado 5-7762: 
Irving Hartley, p; Elda Hartley, vp; Jean 
Brook, chg tv distribution. 

Commercials; pr films; industrials; trav- 
elogues and slides. 


Jim Hawthorne Enterprises, Inc. 
3536 Berry Dr., Studio City, Calif., HO 
3-1938: Jim Hawthorne, p. 

Motion picture & tv film & tape produc- 
tions & stock film. 


Health & Welfare Materials 
Center, Inc. 

10 E. 44th St. N. Y. 17; Murray Hill 
2-0283; Victor Weingarten, p. 

Tv live programs; tv film shows; tv film 
commercials; educational shorts; package 
tv film shows. 

Branch Office: 

Munson Rd., Pleasantville, N. Y.; Rogers 
9.2551: Violet Weingarten, vp. 


Hearst Metrotone News, Inc. 

450 W. 56th St., N. Y. 19; Plaza 7-4120; 
Caleb B. Stratton, exec vp; John Michon, 
prodn chf; Marshall B. Davidson, exec 


news ed; Max Klein, theatrical newsreel 
ed: Charles Peden, tv news editor; Harry C. 
Robert Jr., sports ed; Walter de Hoog, 
d-prod; John D. LeVien, special projects; 
Cloyd Aarseth, ed Screen News Digest: 
Martin Kendrick, assoc ed, Screen News 
Digest. 





Tv film shows; tv film commercials; educa- 
tional shorts; industrial shorts; theatrical 
and tv newsreels; music effects; package 
tv film shows; tv scripts; syndicate tv 
film; export film; import film; sound or 
laboratory facilities and services; process 


film. 


Branch Office: 
235 E. 45th St, N. Y. 17; 
2-5600; Saul Reiss, tv sls. 


Murray Hill 


George Heid Productions 
Penn-Sheraton Hotel, Pittsburgh 30; Grant 
1-3696; George Heid, p. 

Tv live programs; live commercials; pack- 
age tv live shows; film tv commercials. 


Holland-Wegman Productions 

207 Delaware Ave., Buffalo 2, N. Y.; TL 
3-7411; Edward J. Wegman, Sheldon C. 
Holland, p’s. 

Complete creation and production of 16mm 
and 35mm commercials and programs for 
tv; complete b&w laboratory, processing 
and printing facilities. 


Hollis Productions, Ltd. 

5800 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 2-6282; Charles Irving, p. 
Tv live programs; tv film shows; video tape 
productions; live commercials; tv film com- 
mercials; industrial shorts; package tv live 
shows; package tv film shows. 


Hollywood Animators 

6363 Delongpre Ave., Hollywood 28, Calif.; 
Hollywood 2-6941: Bill Selleck, p & exec 
prod; Max Hutto, assoc prod; Lamartine 
Le Goullon, art d; Bill Keene, sls m. 
Animated tv commercials, slide films. 


Hollywood Film Enterprises, Inc. 
6060 Sunset Blvd., Hollywood 28, Calif.; 
HO 42181; Mickey Kaplan, p; Robert 
Warde, vp; T. H. Emmett, sis m. 
Complete motion-picture film processing, 
b&w or color. 


Howard Radio-Tv Productions 
123 W. Chestnut St., Chicago 10; MI 
2-5877: Bernard Howard, o. 

Motion picture production, tv commercials, 
industrial films. 


Hubbard Hunt Productions 

1459 N. Seward, Hollywood 28, Calif.; 
Hollywood 5-8444; Hubbard Hunt, prodn 
m. 

Tv live programs; film shows; live and 
film commercials; industrial shorts; ani- 
mation, b&w and color; package tv live 
and film shows; sound facilities and serv- 
ices, equipment rentals. 


Milton Hurwitz 

1553 Madrona Drive, Seattle 22; East 
4-1108; Milton Hurwitz, o. 

Distribution tv films; produce tv programs 
and commercials; kinescope service. 


Imagination, Inc. 

222 Kearny St., San Francisco 8; Yukon 
6-6075;: Robert J. Mills, p: Robert L. 
Hovorka, prodn m. Erling Forland, bus sls 
m. 
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Animation specialists; industrial, public 
relations, entertainment, and educational 
films; television commercials; complete 
studio facilities for the production of ani- 
mated films from story through camera. 


Imperial World Films, Inc. (IWF) 
12 E. Delaware Pl., Chicago; Michigan 
2-6200; Russ Davis, vp & g sls m. 
Industrial and educational films (lease or 
loan); film spot commercials. 


Imppro, Inc. 

1564 Sorrento Dr., Pacific Palisades, Calif. ; 
Granite 8-4740; Herbert L. Strock, p. 
Tv film shows; film commercials; indus- 
trial shorts; religious films; animation, 
b&w; package tv film shows; syndicate 
sound-effects library; sound or laboratory 
facilities and services. 


Ink & Paint, Inc. 

165 W. 46th St., N. Y. 36; Circle 7-3750; 
Alice Rehberg, m. 

Service to theatrical & tv animation pro- 
ducers: planning & checking, inking & paint- 
ing, retouching, airbrush & lettering. 


Interlingual International Inc. 
Shimonaka Bldg., 36-1 Akasaka Hitotsugi- 
cho, Minato-Ku, Tokyo, Japan; George A. 
Skirokow, gm; M. C. Lu, d; T. Ohno, sls m. 
Animated cartoon tv commercials for ex- 
port to USA; production of tv cartoon se- 
ries for the U. S.; various cartoon set vices 
such as camera work, inbetweening, trac- 
ing, painting, etc.; production of live films 
for business and television. Represented in 
New York by Interlingual Television Inc. 
of New York, 701 Seventh Ave., N. Y. 36; 
Circle 6-7609; L. Jamel, m. 


Riley Jackson Productions 
6253 Hollywood Blvd., 
Calif.; HO 3-2324; Riley Jackson, p. 
Producer of programs, commercials and 
industrials. 


Jamieson Film Co. 

3825 Bryan, Dallas 4; Taylor 3-8158; 
Bruce Jamieson, p; Hugh V. Jamieson, 
exec vp; Jerry Dickinson, tv prod. 
Commercials, syndicated spots and indus- 
trial films. 


Jan Productions 


6611 Santa Monica Blvd., Hollywood 38, 
Calif.; Hollywood 48331; Ann Fairleigh, 


p. 
Tv film shows; tv film commercials. 


Jerry Jerome Productions, Inc. 
1 Snapdragon Lane, Roslyn Heights, Long 
Island; MA 1-4567-MA 1-4554. 


Producer of musical commercials. 


Jewell Radio & Television 
Productions 

612 N. Michigan Ave., Chicago 11; Mo- 
hawk 45757, Graceland 7-7292; James 
E. Jewell, p; W. Ralph Jewell, vp; M. 
P. Casey, sec; James Lawrence, ed. 
Creators and producers of programs, com- 
mercial spots and jingles for tv and radio; 
industrial, educational and television films. 
Branch Offices: 


3062 Penobscot Bldg., Detroit 26, Mich.; 





Woodward 3-0617; W. Ralph Jewell, exec 
in chg. 

Landmark Productions: 1040 N. Las 
Palmas, Hollywood, Calif.; Hollywood 
7-3111; Michael Baird, m; Lewis Foster, 
d. 


Johnson Jingles 
53 Greenway South, Forest 
York. 


Producer of musical commercials. 


Hills, New 


Dallas Jones Productions, Inc. 
430 Grant Place, Chicago 14; BU 1-8283; 
Dallas Jones, p; Richard Bowen, bus m. 
Producer of industrial films and commer- 
cials. 


K & S Films, Inc. 

5819 Wooster Pike, Cincinnati 27; Bram- 
ble 1-3700; Jack R. Rabius, p; S. Harry 
Wilmink, vp. 

Produce industrial motion pictures, slide 
films, animated and live tv commercials. 


Al Kane Productions, Inc. 
1526 Sansom St., Philadelphia 2; 
3-0222; Albert M. Kane, p. 
Producer of programs and commercials; 
kinescope; production consultants; techni- 
cal writing and production. 


Locust 


The Kappa Co. 
Box 7431, Sta. C, Atlanta 9. 


Victor Kayfetz Productions Inc. 
1780 Broadway, N. Y. 19; Circle 5-4830; 
Victor Kayfetz, p, exec prod; Seymour 





Hollywood 28, | 











FIRST PRIZE in the recent American ty Com- 
mercials Festival in the category Best/Single 
Market, Product Commercial to Tilds & Cantz 
agency for Trewax TY tape spot produced by 
KITTY Tape Productions. No other West Coast 
tape production house so honored. 


MORE PRIZES! To Sackel-Jackson agency for 
its Lestare Dry Bleach TV tape spot produced 
by KITTY Tape Productions—a Boston Art Direc- 
tors award plus the Merit Award in Francis W. 
Hatch competition for creative excellence in 
advertising. 


PRIZE-WINNING TY TAPE COMMERCIALS! 
Contact Bob Fierman, Sales Manager of 


KTTV TAPE PRODUCTIONS 


5746 Sunset Bivd., Hollywood 28, Calif. 
HOllywood 2-7111 




















Posner, asst to p. 

Tv commercials. 

Branch Offices: 

1200 Westfall Rd. Rochester, N. Y.; 
Greenfield 3-3000, ext. 534; Don Lyon, 
upper N. Y. rep. 

Bear Fims Div., 3426 Bay Front Place, 
Baldwin, L. L, N. Y.; Baldwin 3-1830; 
Frank Bear, m, Long Island div. 


Keitz & Herndon 

3601 Oak Grove, Dallas 4; 
6-5268; L. F. Herndon Jr., p; 
Keitz, exec vp; Tom Young, vp. 
General 35mm and 16mm film production, 
animation, etc. 


Lakeside 
R. K. 


Herbert Kerkow, Inc. 

480 Lexington Ave, N. Y. 17; Yukon 
6-4266; Herbert Kerkow, p & treas; Rose- 
mond Kerkow, sec. 

Producer of “stand-up” type tv commer- 
cials on specially equipped Visualization 
Sound Stage (patent applied for). 


Key Productions, Inc. 


527 Madison Ave., N. Y. 22; Eldorado 
5-2180; James D. Kantor, p; William 
M. Kahn, vp. 


Producer of commercials and industrial 
films. 


Paul Kim & Lew Gifford 

342 Madison Ave., New York 17. Yukon 
6-2826; Julia Whalen, prodn m. 

Creative service and production of animated 
and live action films. 


Jack Kinney Productions 

4741 Laurel Canyon Blvd., N. Hollywood, 
Calif., PO 9-1661; Jack Rourke, vp sls. 
Producers of Popeye, Barney Google & 
Krazy Kat tv series. Complete animation 
facilities. Live, film, tape entertainment 
programs, commercials, educational, docu- 
mentary, industrial films. Radio & tv spot 
campaigns. 


Kleiman Productions 

7815 Milan Ave., St. Louis 14; Volunteer 
3-6777; J. J. Kleiman, prod m. 
Commercials, syndicated spots and indus- 
trial films. 


William L. Klein Productions 
301 E. Erie St., Chicago 11; Superior 
7-9114; William L. Klein, p exec prod; 
Marilyn L. Friedel, asst to p. 

Creators and producers of package shows 
and spot announcements for television and 
motion pictures for business, industry and 
government. 

Branch Office: 

154 E, Erie St., Chicago 11; SU 7-7868. 


Klein/Barzman 
706 N. La Cienega Blvd., Los Angeles, 
46; Oleander 5-6565; Bob Klein, Alan 


Barzman, pts. 

Specializes in freelance creation of adver- 
tising campaigns. Emphasis is on humor. 
Services include campaign concept plan- 
ning, radio and tv live-action and anima- 
tion production, sales promotion, merchan- 
dising and design. 


Kluge Film Productions 
3200 N. Richards St., Milwaukee 12; 
Franklin 2-0191; Donald R. Kluge, sls m; 


Douglas W. Kluge, prodn m. 
b&w and color 16mm commercials, synch- 
ronous or narrative sound . 


Cc. Bruce Knox Tv Productions 

400 N. Los Robles, Pasadena, Calif.; Syca- 
more 5-5325; Charles Bruce Knox, sole o. 
Spot, film and local live programming. 


KTTV Commercial Tape Division 
5746 Sunset Blvd., Hollywood; Hollywood 
2-7111; John R. Vrba, vp sls; Bob Fierman, 
sls m. 

Videotape commercials; public relations, 
industrial and sales films. Studio and mobile 
facilities; “inter-sync” editing; tape trans- 
fer to films; production and creative facili- 
ties. . 



















La Brea Productions, Inc. 

3371 Cahuenga Blvd. W., Hollywood 28, 
Calif.; Hollywood 47171; O. Gail Papi- 
neau, p; Henry J. Ludwin, exec vp & d; 
Richard Papineau, vp. 

Animated tv commercials, live action tv 
commercials, animated and live action in- 
dustrial films. 


Lakeside Television Co., Inc. 
1465 Broadway, N. Y. 36; Longacre 5-4582; 
Richard Stevers, p; Bernard Schulman, 
exec vp. 

Film spot commercials. 


Lance Productions, Inc. 
353 W. 57th St. N. Y. 19; Plaza 7-6167; 
Lorren Lester, p; Samuel H. Evans, 


> 


 YU6-2826 
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Advertising Directory of 


TOP MUSICAL COMMERCIALS | 





COCA COLA (McCANN-ERICKSON) BY PHIL DAVIS MUSICAL ENTERPRISES, INC. 

















PHIL DAVIS 
MUSICAL ENTERPRISES, INC. 





EASTERN AIRLINES (FRC&H) BY JERRY JEROME PRODUCTIONS, INC. 
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JERRY JEROME 


PRODUCTIONS, INC. 

















FALSTAFF BEER (D-F-S) BY SCOTT-TEXTOR PRODUCTIONS, INC. 
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HALO (D'ARCY) BY JOHN GART—R.T.S. PRODUCTIONS, INC. 
T =a a t ane _ i T i. 4 = =. 3 
{Ft 5S SS Se ee Se 
— 


You Chal ALWAYS TELA HALO Gite By THe SaT-inl-Y SHWE OF HER Hae 








BY JOHN GART—R.T.S. 


PRODUCTIONS, INC. 
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treas; Alford H. Lessner, vp. 
All type of film production, commercials, 
documentary, features, sound recordings, 
etc.; completely equipped motion picture 
and sound studio. 


Langlois Filmusic Inc. 

1755 Broadway, N. Y. 19; Judson 6-5705; 
C. O. Langlois, p 

Suppliers of music on tape and film for 
television, theatrical, industrial and slide 
films; complete music scoring and editing 
service live and film. 

Branch Offices: 

Hollywood, Paris, Toronto, London. 


Herbert S. Laufman & Co. 

221 N. LaSalle St., Chicago 1; Randolph 
6-4086; Herbert S. Laufman, p. 

Tv live programs, tv film shows; live com- 
mercials; educational shorts; industrial 
shorts; package tv live shows; package tv 
film shows; syndicate tv film. 


Robert Lawrence Productions, Inc. 
418 W. 54th St., N. Y. 19; Judson 2-5242; 
Robert L. Lawrence, p; Benjamin Kranz, 
vp prodn; Kurt Blumbers, vp sls; Philip 
Kornblum, treas. 

Producer of commercials, industrial films, 
film series; complete studio facilities. 
Branch Offices: 

Robert Lawrence Animation, Inc., 419 W. 
54th St., N. Y. 19; Judson 2-5242; Peter 
Cooper, vp. 

Robert Lawrence Productions (Canada) 
Ltd., 38 Yorkville Ave., Toronto 5, Ont.; 
Walnut 5-5561; John T. Ross, p. 

Robert Lawrence Productions, Inc., 1313 
N. Vine St., Hollywood 28, Calif.; Holly- 
wood 2-4951. 

Grantray-Lawrence Animation, Inc., 716 N. 
LaBrea, Hollywood 28, Calif.; Webster 
6-8158; Ray Patterson, p; Robert L. Law- 
rence, vp; Grant Simmons, sec-treas. 
Robert Lawrence Productions, Inc., 5 Ave- 
nue Velasquez, Paris 8e, France; Jacques 
de Faramond. 


Lempert & Meyer, Inc. 

18 E. 50th St., N. Y. 22; Plaza 2-7960; 
Nox Lempert, p & exec prod; Fitzroy 
McDuff, art d; Leonard Farin, d of spe- 
cial productions. 

Tv commercials, live & stop motion, story- 
boards, industrial & educational films, 
scriptwriting, tv filmed show packaging. 


Gene Lester Productions 

1487 N. Vine St., Hollywood 28, Calif.; 
HO 4-7287; G. Lester. 

Commercials and promotional films; tv se- 
ries; tv specials. 


Carol Levene Productions 

2011 Broadway. San Francisco 15; Walnut 
1-4772; Carol Levene, o-prod. 

Writing & production of tv film commer- 
cials, programs, film-strips, industrial films. 


Lewis & Martin Films, Inc. 

40 W. Kinzie St., Chicago; Whitehall 
4-7477; William R. Johnson, p; Irving 
Bell, vp & treas; Betty Lou Taylor, sec. 
Live motion pictures; animated films; tv 
commercials, industrials; slide films; gov- 
ernment films: training films and still pho- 
tography. 









Lou Lilly Productions, Inc. 

5746 Sunset Blvd.. Hollywood 28, Calif.; 
HO 5-6325; Lou Lilly, p; Lee Lacey, prodn 
m; Dee Futch, editorial. Jeanine Veje, sec. 
Television commercial spots, industrial 
films. 


Jack Lioyd 

1445 Miller Way, Hollywood 46, Calif.; 
Oldfield 6-4607; Jack Lloyd, exec d. 
Complete production of jingles from idea 
to finished spot, live, film, animation. 


Lott Video Productions 

Broadway & Fifth Sts., Santa Monica, 
Calif.; Exbrook 6-4018;. D. N. Lott. 
Commercials and syndicated spots. 


L. L. Louft Productions 

1475 Broadway, N. Y. 36; Pennsylvania 
6-1889; Louis L. Louft, p; Frank Kolarek, 
prodn m. 

Specialists in test commercials and talking 
storyboards. 


James Love Productions, Inc. 

2 W. 46th St, N. Y. 36, Judson 2-4633; 
James A. Love, p; William D. Henry, 
supervising ed; Stan Popko, creative hd; 
Thomas Farrell, film sls. 

Tv spot commercials, industrial films, pack- 
age programs. 


John W. Loveton Productions, Inc. 
1606 N. Highland, Hollywood 28, Calif.; 
John W. Loveton, p. 

Producer of programs, commercials, theatri- 
cal features and radio shows. 


Lux-Brill Productions, Inc. 

319-21 E. 44th St. N. Y. 17; Oregon 
9-6320; Richard S. Dubelman, p; James 
M. Orchard, d client relations. 

Complete production of live and/or ani- 
mated motion pictures, fully equipped 
sound stages, recording and screening 
rooms with interlock. 


Madison Avenue Sounds, Inc. 

603 Madison Ave., N. Y. 22; Plaza 5-4030; 
Willis H. Schaefer, p; Marjorie Gordon, 
sec. 

Produce musical commercials. 


1. Magna Film Productions, Inc. 
2. Communication Productions, 
Inc. 

1 & 2 Berkeley St., Boston; Hubbard 2- 
5580 & 2-5579; Robert Berman, p; Ad 
Schneider, vp. 

1. Motion picture production, studio facili- 
ties, tv commercials, tv slides for business, 
industry, tv and advertising. 

2. Closed-circuit tv equipment and live 
programming. Tv systems—industrial, tv 
distributing systems. 


Morris Mamorsky 

56 W. 45th St., N. Y. 36; Yukon 6-1084; 
Morris Mamorsky. 

Producer of musical commercials. 


Eddy Manson 
Represented by Dell Peters, 521 Fifth Ave., 
A. 2%. 


Producer of musical commercials. 








Advertising Directory of 


TOP MUSICAL COMMERCIALS 
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BY CHUCK GOLDSTEIN PRODUCT!ONS, INC. 
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PRODUCTIONS, INC. 
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Sponsor: Simoniz Company 


Product: Wax. O 
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MGM-TV 


METRO-GOLDWYN-MAYER 
COMMERCIAL & INDUSTRIAL DIVISION 


Culver City — New York — Chicago 
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Marathon International Produc- 
tions Inc. 

10 E. 49th St., N. Y. 17; Murray Hill 
8-1130; Konstantin Kalser, p & exec 
prod; Kenneth Baldwin, vp & prodn sup; 
Henry Langsam, controller; Cindy Karp, 
distribution & traff m. 

Public-information films, worldwide news 
service, company newsreels, special-events 
coverage for industry, film editing, com- 
mercials, stock shots; complete 16mm and 
35mm _ production and editing facilities; 
correspondent cameramen in all countries 
of the world and large U. S. cities. 


Branch Offices: 


London, Paris, Berlin, Rome. 


Mark VII Commercials 

4024 Radford Ave., North Hollywood, 
Calif.; Triangle 7-0621; Pete Peterson, 
exec prod. 

Film live action commercials for television. 
Branch Office: 

Chicago; Jerry Abbott; Financial 6-3585. 


Marshall Organization, Inc. 

750 Third Ave., N. Y. 17; Murray Hill 
7-2722; Anthony W. Marshall, p. 

Tv live programs; tv film shows; live com- 
mercials; tv film commercials; educational 
shorts; industrial shorts; package tv live 
shows; package tv film shows. 


Master Motion Picture Co. 

50 Piedmont St., Boston 16; Hancock 
6-3592; Irving Ross, p; Alan Ross, prod m; 
Allen Wollheim, lab supt. 

Producers of commercial films, industrial, 
tv commercials, documentaries, slidefilms, 
theatre trailers; sound recording and film- 
ing studios; 16mm and 35mm processing 
laboratory. 


McCadden Productions 
1040 N. Las Palmas, Hollywood 38, Calif.; 
HO 42141; George Burns, p. 


Producer, programs and commercials. 


Morton McConnachie Productions, 
Inc. 

675 Fifth Ave., N. Y. 22; Plaza 2-0033; 
Morton McConnachie, p. 

Producer of commercials, industrials and 
documentaries. 

Branch Office: (distribution) 

630 Ninth Ave., N. Y. 36; Plaza 2-0033. 


McGowan Productions, Inc. 

915 N. LaBrea, Hollywood 28, Calif.; Old- 
field 4-0711; Dorrell McGowan, p. 

Tv film shows; film commercials; educa- 
tional and industrial shorts; animation, 
b&w and color; package tv film shows; 
export film; rent studios and facilities. 


McNamara Productions, Inc. 
8230 Beverly Blvd., Los Angeles 48; Olive 
1-2510; Don C. McNamara. 

Commercials, syndicated spots and indus- 
trial films. 


Medallion Tv Enterprises, Inc. 

6000 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 2-6635; John A. Ettlinger, p. 
Tv live programs, film shows; film com- 
mercials; soundies; animation, b&w and 
color; package tv live and film shows; 
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syndicate tv film; export film. 


Branch Offices: 

444 Madison Ave., N. Y. 22; Eldorado 
5-4335. 

203 Wabash Ave., Chicago; Central 6-1805; 
Ben Barry, Howard Grafman. 

8801 N. Bayshore Dr., Miami 38, Fla.; PL 
4-3686; Frank Stone. 


Melody Ranch Enterprises, Inc. 
10000 Riverside Dr., N. Hollywood, Calif.; 
Hollywood 2-7373; Gene Autry, p. 
Film spot commercials. 


The Meridian Studios 

The Video Tape Center 
Meridian Films, Ltd. 

1202 Woodbine Ave., Toronto, Ont.; Ox- 
ford 8-1628; Ralph Foster, p; Julian Roff- 
man, sec-treas; Herbert S. Alpert, d film 
div; James Leitch, chf engineer, video tape 
div. 

Complete video tape service; mobile pro- 
duction and video tape recording service; 
Marconi 16mm tape-to-film transfer and 
direct film recording service, and all mo- 
tion picture production services. 


Joe Merman 

1674 Broadway, N. Y. 21; LO 5-9549, CI 
5-8175; Joe Merman, orch arranger & con- 
ductor; Earl Rogers, vocal arranger. 
Composition and arranging for all phases 
of commercial recording. 


Metrotape, Div. Metropolitan 
Broadcasting 

205 E. 67th St., N. Y. 21; Lehigh 5-1000; 
Lewis W. Hicks, optns m. 

Complete video tape facilities for tv com- 
metcials. 


MGM Telestudios, Ltd. 

1481 Broadway, N. Y. 36; LO 3-1122;: 
George K. Gould, p; Al Markim, vp, d 
optns. 

Living tape commercials & shows. 


MGM-TV Commercial Div. 

MGM Studios, Culver City, Calif.; Upton 
0-3311; Tom R. Curtis, exec prod, commer- 
cial & industrial film dept. 

Branch Offices: 

New York; Judson 2-2000; Ernest Motyl. 
Chicago; Wabash 2-6500; Robert Hicks, 
Los Angeles; Upton 0-3311; Kenneth 
Daniels. 


Milner-Fenwick, Inc. 

3800 Liberty Heights Ave., Baltimore 15; 
Mohawk 4-4221; Liberty 2-7147; Ervin M. 
Milner, p; Robert Fenwick, vp prodn; 
Hoby Wolf, vp sls; Gary Hughes, art d. 
Commercials, syndicated spots and indus- 
trial films. 


Branch Office: 
314 Victor Bldg., 714 Ninth St. N.W., 
Washington, D. C.; Ed Hopper, dist m. 


MKR Films Inc. 

619 W. 54th St, N. Y. 19; Columbus 
5-4878; Gene Milford, vp; Ralph Rosen- 
blum, sec-treas; Paul Alley, prod writer. 
Producers of industrial, commercial, public 
relations films; entertainment series for 
tv; features for theatres and tv. Complete 
editorial services to producers. 











HERE IS ONE REASON WHY YOU GET 
MORE VALUE FOR YOUR BUDGET 
DOLLAR WITH 


M-G-M 


The set shown in the TV spot (opposite page) is the same as 
the one below. Originally built at a cost of $15,000 and re- 
modeled for the feature production “Designing Woman” at a 
cost of $5,000, this is but one of hundreds of such standing 
sets available to the MGM-TV Commercial Department at no 
additional cost to the sponsor. 











The economy of production engendered by the multitude of 
technical, research and physical facilities at MGM is subjugated 
only by the personal and individual attention afforded each of 
our clients. We invite your inquiry no matter how small the 
job to be done. MGM quality is never tempered by cost. 


MGM-TV 


METRO-GOLDWYN-MAYER 
COMMERCIAL & INDUSTRIAL DIVISION 


Culver City — New York — Chicago 
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Mobile Video Tapes, Inc. 
1607 N. El Centro Ave., Hollywood 28, 
Calif.; Hollywood 4-7188, OL 7-1738; Les- 
ter E. Hutson, p; Jack Meyer, vp. 
Mobile Video Tape Cruiser; production of 
commercials and programs; studio facili- 
ties. 


Mode-Art Pictures, Inc. 

1022 Forbes Ave., Pittsburgh 19; Express 
1-1846; James L. Baker, p; Robert L. 
Stone, exec vp; Florence E. Baker, sec- 
treas: H. John Kemerer, vp; August A. 
Borgen, vp. 

Fully integrated facilities for complete pro- 
duction of all types of motion pictures and 
commercial including comprehensive edi- 
torial and recording services. 

Branch Office: 

1904 Preuss Rd., Los Angeles 34, Calif.; 
F. M. Joyce, west coast rep. 


Monarch Films, Inc. 
650 N. Bronson Ave., Hollywood, Calif.; 
Hollywood 2-7377. 


Producer of tv commercials. 


Monarch Productions i 

729 Seventh Ave., N. Y. 19; Circle 5-3775; 
Norman Berman, exec prod & d. 
Producer of filmed tv series; film commer- 
cials; tv film syndication; distributor of 
film series. 


Moran Film Co. 

Box 627, Phoenix; Alpine 8-1427; George 
A. Moran, p. 

Tv commercials in color and b&w. 
Branch Office: 

General Service Studios, 1040 Las Palmas, 
Hollywood, Calif.; Hollywood 77-0380; 
George A. Moran, p. 


Morgan-Swain, Inc. Florida 

Film Studios 

1938 Laurel St., Sarasota, Fla.; RI 7-2141; 
Duncan J. Morgan, p; Hack Swain, vp 
& prodn sup. 

Producers of motion pictures and slide 
and stripfilms for public relations, sales 
promotion, television, industrial and edu- 
cational use. Complete production includ- 
ing script writing, storyboards, photogra- 
phy, editorial services and recording facili- 
ties. 

Joe W. Edwards, midwest rep: 221 N. La 
Salle St., Chicago 1; Franklin 2-2628. 


Dwight Morris Productions 

1611 S. Boston, Tulsa 19: DI 3-6424: 
Dwight Morris, exec prod: Wesley Mor- 
ris, lab m. 

Commercial, syndicated spots and indus- 
trial films 


Motion Picture Advertising 
Service Co. 

1032 Carondelet St., New Orleans; Jack- 
son 5-2253; C. J. Mabry, p; R. P. Karri- 
gan, vp sls; Jack Sledge, vp prodn. 

Film commercial production for tv and 
theatres. 


Motion Pictures for Industry 
2543 Kelton Ave., Los Angeles 64; BR 
Harry 0. 


0-4757 ; Hoyt, p: Kenneth 
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Hodges, exec prod; Frank Rathbun, sls 
m; Merrill Cantrell, treas. 

Create & produce film tv, industrial and 
dramatic shows. 


Moulin Studios 

181 Second St., San Francisco 5; Yukon 
6-4224; Raymond M. Moulin, p. 

Tv film shows; film commercials; indus- 
trial shorts; religious films; animation, 
b&w and color; music effects. 


Movietone News, Inc. 

460 West 54th St., N. Y. 19; Columbus 
5-7200; W. C. Michel, p; Edmund Reek, 
vp & prod; Frank Barry, asst to prod. 
Producer of newsreels, film commercials; 
stock footage library. 


MPO Videotronics, Inc. 

15 E. 53rd St., N. Y. 22; Trafalger 3-7000; 
Judd L. Pollock, p; Marvin Rothenberg, 
vp, sec; Arnold Kaiser, vp; Gerald Hirsch- 
field, vp, d of photography; Gerald Kleppel, 
vp, sup editing services; Sanford Green- 


Branch Office: 

800 N. Seward St., Hollywood, Calif.; 
Hollywood 6-3341; Mel Dellar, vp, m; 
921 Monroe Blvd., W. Dearborn, Mich.; 
Crestview 8-4412; Tom Thomas, vp, m; 
134 S. La Salle St., Chicago 3; Central 
6-3164; Fred Foster, vp, m. 


Owen Murphy Productions, Inc. 
723 Seventh Ave., N. Y. 19; Plaza 7-8144; 
Owen Murphy, p; Paul Cohen, vp & 
prodn m; Eric Lawrence, vp editorial. 
Commercials, syndicated spots and indus- 
trial films. 


Music Makers, Inc. 

6 W. 57th St., N. Y. 19; Circle 5-3737; 
Mitch Leigh, p & creative d; Herman 
Edel, exec vp; Bill Schwartau and Ralph 
Kessler, vps. 

Create music for radio and tv commercials, 
jingles, scoring for industrial films, com- 
plete music merchandising packages. 
Branch Office: 

128 N. Doheny Dr., Los Angeles 48; Holly- 
wood 4-7800; Mort Stein. 


MVT Television, Inc. 

40 E. 49th St. N. Y. 17; Plaza 3-9111; 
Theodore R. LeVan, p: Robert D. Craver, 
exec vp. 

Leasing of television equipment; complete 
mobile video tape facilities; color and/or 
monochrome; cameras. 


Nassour Studios, Inc. 

8460 W. Third St., Los Angeles 48; Oliver 
3-0400: William & Edward Nassour. 

Tv film shows: film commercials; indus- 
trial shorts; package tv film shows; syn- 
dicate tv film; import film. 


National Broadcasting Company 
Telesales Department 

Jerry Madden, d, Eastern Div.; 30 Rocke- 
feller Plaza, N. Y. 20; Circle 7-8300. 
Dean Craig, m, Pacific Div.; 3000 W. 
Alameda, Burbank, Calif.; Th. 5-7000. 
National organization offering network tv 
production facilities for tape or film re- 
corded commercials, spot campaigns and 
closed circuits. Complete creative and pro- 





duction teams for closed circuits. 


National Film Studios, Inc. 

105 Eleventh St., S.E., Washington 3, D. C.; 
Lincoln 6-8822; Harold A. Keats, p; Ed- 
ward W. Alfriend IV, vp; F. William Hart, 
sec-treas, 

Any type of motion picture production— 
from a 20 second tv spot to a full length 
theatrical feature. 


National Programming Service 
4614 Norton Lane, Columbus 13; Exeter 
3775; Jerri Fredritz. 

Commercials, syndicated spots and indus- 
trial films. 


National Screen Service Corp., 
Television & Industrial Films Div. 
1600 Broadway, N. Y. 19; Circle 6-5700; 
Burton Robbins, p; Bernard Brody, Holly- 
wood Studio Mgr.; Edwin J. Smith, London 
mgr d. 

Producers of commercials (live and ani- 
mated), industrials, appeals. 

Studies: New York, Hollywood, London. 


National Studios 

42 W. 48th St., N. Y. 36; Judson 2-1926; 
H. A. Rosenberg, p; A. J. Rosenberg, vp 
chg prodn; Lee J. Dresner, vp chg sls; 
Robert Stern, plant prodn m; Ronny 
Shroyer, art d; Evan Mann, customer’s 
service. 

Slides and balops (telops) ; slide film com- 
mercials. 


National Video Tape Productions, 
Inc. 

(Div. of Sports Network, Inc.) 

36 W. 44th St. N. Y. 36; Murray Hill 
2-0117; Richard E. Bailey, p; Roylance 
H. Sharp, vp; Jack D. Bozarth, vp sls: 
Anthony M. Hennig, vp video tape and 
closed circuits; Charles A. Voso, vp engi- 
neering; Thomas J. Schilling, sec-treas. 
Television video tape commercials, entire 
programs. Services supplied nationally. 


National Videotape Service, Inc. 
915 N. La Brea, Hollywood 38, Calif.; OL 
4-0610; Hal Marienthal, p. 

Creation, writing and production of nation- 
al and local commercials and shows. Dub- 
ing and editing facilities. Tape to film 
transfers. Complete services from storyboard 
through release material. 


Stanley Neal Productions, Inc. 
138 E. 36th St., N. Y. 16; Murray Hill 3- 
6396; Donald J. Lane, p. 

Commercials, syndicated spots and indus- 
trial films. 

Branch Offices: 


869 N. Dearborn, 
3-3470; John Newell. 
1277 N. Clark St., Hollywood, Calif.; Crest- 
view 6-8865; Soby Martin. 


Whitehall 


Chicago; 


Ted Nemeth Studios 
729 Seventh Ave., N. Y. 19; Circle 5-5147; 
Ted Nemeth. 


Commercials and syndicated spots. 


Newman-Schmidt Studios 
713 Penn Ave., Pittsburgh 22; GR 1-5414; 
H. W. Schmidt, o. 
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“Film is a director’s medium”’...and the largest permanent group of experienced, 
. gifted directors in the commercial field are on staff at MPO. The awards so consistently 
won by this group is tribute to their talent . .. but beyond awards, and more important 
; to the sponsor, is their ability to creatively interpret the client’s message and transmit 


it through the film medium. 
i 


MPO VIDEOTRONICS, INC., 15 East 53rd Street, New York 22, New York 
also in Detroit /Chicago/ Hollywood 
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Producer of industrials and commercials. 


Fred A. Niles Productions, Inc. 
1058 W. Washington Blvd., Chicago 7; 
Seeley 8-4181; Fred A. Niles, p; Ruth 
L. Ratny, vp, creative d; William E. 
Harder, vp, prod; Edward E. Katz, vp, 
finance; Norman C. Lindquist, vp sls m; 
Harry Lange, exec prod; Ed Morgan, 
Harry Holt, art d animation ; Norman Lasko, 
art d prodn. 

Tv commercials, live and animated; indus- 
try film programs including sales and prod- 
uct training, consumer education, public 
relations, corporate image; closed-circuit 
tv; video tape; convention shows, live and 
film; public relations films for tv and 
non-theatrical distribution; slidefilms; syn- 
dicated tv commercials. 

Branch Office: 

650 N. Bronson, Hollywood 4, Calif.; 
Hollywood 3-8154; Edwin T. Morgan, exec 
prod; Lionel Grover, vp. 


On Film, Inc. 

33 Witherspoon St., Princeton, N. J.; Wal- 
nut 1-7800; Robert Bell, p; F. E. Johnston, 
Jr., treas. 

Commercials, industrial films and syndi- 
cated spots. 

Branch Offices: 

315 E. 55th St., N. Y.; Plaza 9-0920; Mor- 
ton Schaps; Norton Gretzler. 


Sam Orleans Film Productions, Inc. 
211 W. Cumberland Ave., Knoxville; 
523-8098; Sam Orleans, p; Larry Mollot, 
assoc prod. 





A Royal Flush 


Would you like to open your 
TV show with a pat hand? 

State Farm Insurance did... 
at no risk . . . with the above 
animated billboard. Whether 
your choice is animation or 
live action our “openers” are 


hard to beat. 
Ante up at 


PANTOMIME PICTURES, INC. 


8961 Sunset Boulevard 
Hollywood 46, California 
CRestview 4-1008 
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Film spot commercials; industrial & educa- 
tional films. 

Branch Offices: 

Pathe Bldg., 105 E. 106th St., N. Y.; En- 
right 9-2002. 


John Ott Pictures, Inc. 

Box 158, Lake Bluff, Ill.; Cedar 4-3026; 
John Ott, p. 

Producer of commercials and industrial 
films; time-lapse photography. 


Del Owen Productions 

333 N. Michigan Ave., Chicago 1; Frank- 
lin 2-4811; Del Owen, p. 

Filmed commercials — complete service 
origination—production—jingles. 


Harry Owens Television 
Productions 

6710 Melrose Ave., Hollywood 38, Calif.; 
Webster 9-1491; Homer O’Donnell, vp. 
Tv film shows; tv film commercials; indus- 
trial shorts. 


Pabian Productions 

Affiliated with CINEASTES STUDIOS of 
Paris 

12407 Ventura Blvd., Studio City, Calif.; 
Poplar 9-0967; Anthony A. Pabian, exec & 
administrator of prodn; James Pabian, 
exec prod, d of prodn; George Moreno, 
chg of London optns; Antonio Parano, 
chg of Paris optns. 

Producers of commercial, industrial and 
entertainment films. 


Packaged Programs, Inc. 
634 Penn Ave., Pittsburgh 22; 
1-4756. 

Tv commercials, industrial films and news 
in l6mm & 35mm. 


Grant 


Pantomime Pictures, Inc. 

8961 Sunset Blvd., Hollywood 46, Calif.; 
Crestview 4-1008; Fred Crippen, p; John 
Marshall, vp; Dick Reed, m. 

Animated tv commercials; animated tv en- 
tertainment films; live action tv commer- 
cials; film titles. 


Paramount Television Produc- 
tions, Inc. 

1501 Broadway, N. Y. 36; Bryant 9-8700; 
Paul Raibourn, p. 

Tv live and film shows; live and film com- 
mercials; industrial shorts; animation, 
b&w and color; export film; rent studios 
& facilities. 

Branch Office: 

5800 Sunset Blvd. Hollywood, Calif.; 
Hollywood 9-6363; S. L. Adler, gm. 


Lindsley Parsons Productions, Inc. 
3459 Cahuenga Blvd., Hollywood 28, Calif.; 
Hollywood 9-3641; Lindsley Parsons, p. 


Ray Patin Productions 

3425 Cahuenga Blvd., Hollywood 28, Calif. ; 
Hollywood 2-1147; TWX LA 1240; Ray 
Patin, p & art d; John Dunn, prodn m: 
Felix Zelenka, studio gm. 

Complete studio for animated or live action 
productions; writing and direction of sound 
recording. 


Peachtree Production Assoc., Inc. 
Suite 217—710 Peachtree St., N.E.; At- 





lanta 8; Trinity 4-1038; Otho E. Thomas, 
p; Philip W. Taylor, sec-treas. 
Preducers of live, filmed and videotaped 
television programs and commercials. 


Peckham Productions 

15 E. 48th St, N. Y.; Plaza 8-0490; 
John L. Peckham, p; Kay Anderson, vp; 
Harvey Yale Gross, creative d; Peter H. 
Peckham, d of client services; Hoyt Grif- 
fith, edit d. 

Invention, programming, production for 
agency, industry and government; slide 
films, motion pictures, spots, complete sales 
and training packages. 


Pelican Productions, Inc. 

292 Madison Ave., N. Y. 17; Oregon 9- 
0670; Thomas J. Dunford, p; Arthur J. 
Zander, vp; Eli Feldman, vp, sls; Chris 
K. Ishii, vp; Mare T. Statler, exec prod; 
Mike Kraft, sls; David Reisman, prodn m; 
E. J. Connolly, prints. 

Production of animated and live action tv 
commercials. 


Tony Petri Studios 

87 Weybosset St., Providence; Gaspee 
1-9242; Tony Petri, p; Ernest K. Strauss, 
prodn m. 

B&w, color, live & narration sound, sound 
stage. 


PGL Productions 

6 E. 46th St., N. Y. 17; Yukon 6-4530; 
Richard Lerner, chg sls. 

Motion pictures for industry, tv and the- 
atrical release. 


Phoenix Studio, Inc. 

420 Lexington Ave., N. Y. 17; LE 2-7122; 
Michael S. Smollin, creative d; Edward R. 
Graham, sls m. 


Photo-Art Commercial Studios 
420 S. W. Washington St., Portland 4, Ore.; 
CA 7-5411; Claude F. Palmer, p; Lewis 
Cook, techncl d: David Baird, chf camera- 
man. 

Complete facilities for commercial produc- 
tion: sound stage, single and double sys- 
tem, animation, 16 x 35mm cameras, tv 
slides, all still services. 


Photo Arts Productions, Inc. 
2330 Market St., Philadelphia 3; LO 3- 
3696. 

Commercials, syndicated spots and indus- 
trial films. 


Pictafilm, inc. 

14 W. 45th St., N. Y. 36; Murray Hill 2- 
0773; Sherman Gregory, p; Colin Y. 
Smith, prodn sup; Michael Reddy, art d; 
William Meng, d of photography. 

Tv commercials; films for sales training 
and presentation; b&w and color slides; 
slidefilms. 


Pilot Productions, Inc. 

1819-23 Ridge Ave., Evanston, Ill.; Broad- 
way 3-4141; C. Robert Isely, p; Robert 
L. Dedrick, vp-prod; C. Don Sheldon, 
treas; Arthur Boroughf, sec & g coun- 
sel: Connie A. Andersen, asst sec. 
Commercials, slides, sound slidefilms and 
industrials. 















live action : animation 
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Pintoff Productions, Inc. 

64 E. 55th St., N. Y. 22; Eldorado 5-1431; 
Ernest Pintoff, p; Jose di Donato, vp 
client serv; Arnold Stone, vp prod; Rob- 
ert Heath, special effects. 

Animated and live-action tv commercials, 
industrials and theatrical films. 


Pix Enterprises 

12148 Hillslope St., Studio City, Calif.; 
Poplar 2-9173; George Grenville, prodn 
sup. 

Tv film commercials, industrial and docu- 
mentary films, b&w and color, 16 and 35mm 
sound or silent. 


Playhouse Pictures 

1401 N. LaBrea Ave., Hollywood 28, Calif.; 
Hollywood 5-2193; Adrian Woolery, p; 
Bill Melendez, sup d; Peter Burness, d; 
Al Halderson, bus m; George Woolery, 
pr d. 

Animation specialists in tv commercials, 
business and entertainment films. Complete 
studio personnel and facilities for the pro- 
duction of animated films from creative 
story through camera. 


Jules Power Productions, Inc. 

9 E. 75th St. N. Y. 21; Lehigh 5-8580; 
Jules Power, p: Daniel Wilson, exec prod. 
Tv live programs; tv film programs; pack- 
age tv live shows; live & film commercials. 
Branch Office: 

228 N. LaSalle St., Chicago 1; Andover 
3-1422; H. Rothbart, off mgr. 


Premier Film and Recording Corp. 
3033 Locust St., St. Louis 3; Jefferson 
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1-3555. Theodore P. Desloge, p & exec 
prod; Wilson Dalzell, vp & gm; Roger 
Leonhardt, prodn m; Patrick Murphy, d 
sls. 

Complete production facilities for motion 
pictures, tv commercials, sound recordings. 
Creative staff, sound stages, recording stu- 
dios, editing and record pressing plant. 


Princeton Television Center, Inc. 
Mount Lucas Rd., Princeton, N. J.; Prince- 
ton WA 4-3550, Ann Hogarty. 
Commercials and syndicated spots. 
Branch Office: 

1456 N. Bronson Ave., Hollywood 28, Calif.; 
Hollywood 2-6282; Gordon Knox. 


eens & Artists Productions, 


ne. 

6646 Hollywood Blvd., Suite 215, Holly- 
wood 28, Calif.; Walter White, Jr.. p: Ed 
Woodworth, Jim Morgan, vps: Vernon 
Keays, vp & prodn m; Walter White III, 
prodn sup. 

Tv films, programs, commercials & indus- 
trials. 


Producers Studio, Inc. 

650 N. Bronson Ave., Los Angeles 4: Holly- 
wood 6-3111; Fred Jordan, p: Gerald King, 
exec up. 

Tv film shows: tv film commercials; rent 
studios & facilities. 


Producing Artists Inc. 

45 W. 45th St., N. Y. 36; Plaza 7-9388: 
Martin L. Low, p; Robert McCahon, vp, 
exec prod. 

Producers of film for tv commercials and 





industrials. 


Productions for Television, Inc. 
625 Madison Ave., N. Y. 22; Templeton 8- 
7100; Jeanne Harrison, exec prod tv & 
radio; James Lichtman, prod-d; Arnold 
Walton, prodn asst; Morris Cohen, com- 
mercial sup. 

Producer of commercials. 


Project-O-Fex, Inc. 
60 E. 42nd St., N. Y. 17 
1881; Paul F. Adler, p. 
Animation for tv spots and industrial equip- 
ment; 16 & 35mm. Rear screen projection 
(job can be seen complete before filming). 
Specialize in video tape animations and 
live tv. 


; Murray Hill 7- 


Punch Films Inc. 

155 Fifth Ave, N. Y. 10; Algonquin 
4-2450; Louis Bunin, p; Florence Bunin, 
vp, treas. 

Entertainment and commercial films using 
the stop-action animation film techniques. 


Q.E.D. Productions, Inc. 

21 W. 46th St., N. Y. 36; Judson 2-4291; 
Robert Baron; John McManus. 
Commercials; industrials; sales and tour- 
ist promotion films. 


Quartet Films, Inc. 

5631 Hollywood Blvd., Los Angeles 28; 
Hollywood 4-9225; Arnold Gillespie, p; 
Michael R. Lah, vp: Stan Walsh, vp, sec; 
Leslie A. Goldman, vp chg prodn. 
Complete production services, story, design, 
direction, animation, recording, live action, 
editing, etc., for motion picture cartoons 
and live action for tv commercials and 
films for public information and industry. 


Que Recording 

6233 Hollywood Blvd., 
Calif.; Hollywood 4-8351. 
Norman Houlé, p; John Barber, prodn & 
sls. 

Film recording, dubbing, and re-recording 
services—l6mm-35mm. Own studios and fa- 
cilities. TV film shows, tv film commercials. 
Complete sound studio for radio or tv. 
Sound facilities, 16 and 35mm transfers. 


Hollywood 28, 


Radio Features of America 

37 W. 46th St.. N. Y. 36: Judson 2-5130; 
Oliver W. Nicoll, exec d. 

Film spot commercials; live shows. 


Radio Television Arts 

3819 Wilshire Blvd., Los Angeles 5; Dun- 
kirk 8-1323; Doria Balli, o. 

Tv live programs; tv film shows; live and 
film commercials; industria] shorts; ani- 
mation, b&w: package tv live shows; pack- 
age tv film shows. 


Rainbow Pictures, Inc. 

1540 Levante Ave., Coral Gables 46, Fla.; 
Mohawk 5-3524; Walter Resce, p; Ruth 
B. Resce, sec-treas; Oscar Barber, prodn 
m. 

Studio facilities; 
commercials. 


industrials; features; 


Rarig Film Productions (A division 
of Rarig Motion Picture Co.) 
5510 University Way, Seattle 5; Lakeview 








7 Ome 


—_wao ¢ 








2-0707; Max H. Rarig, p; Edith A. 
Rarig, vp-treas; Mrs. Carolyn Dickson, 
sec; James H. Lawless, prodn d; Joe F. 
Nelson,, photography d; Grace Umbarger, 
art d. 

Complete 16 and 35mm b&w and color 
photography; Westrex sound recording and 
sound stage; editing facilities; television 
commercials; complete filmed productions 
and programs. 


Reid H. Ray Film Industries, Inc. 
2269 Ford Parkway, St. Paul 16; Midway 
9-1393; Reid H. Ray, p; R. V. Jeffrey, 
g sls m; Alice M. Griswold, sec. 

Tv film shows; film commercials; educa- 
tional and industrial shorts; animation, 
b&w and color. 


Branch Offices: 
208 S. LaSalle St., Chicago 4; FI 6-0897; 
Clyde Krebs, vp. 
438 Washington Bldg., Washington 5, D. C.; 
District 7-8729; Frank Haulicek, eastern 


sls m. 


Redlin Productions, Inc. 

19116 Lanark, Reseda, Calif.; Dickens 2- 
8925. 

Tv film shows; film commercials; educa- 
tional and industrial shorts; animation, 
b&w and color. 


Roland Reed Productions, Inc. 
650 N. Bronson, Hollywood 4, Calif.; HO 9- 
1628; Roland D. Reed; Arthur Pierson, vp 
chg prodn. 

Creation of ideas, storyboards, photographic 
production, animation, full post-production 
and delivery service, also prints. 


Rembrandt Films, Inc. 

59 E. 54th St., N. Y. 22; Plaza 8-1024; Wil- 
liam L. Snyder, p-o. 

Animated cartoons for television & theatre. 


Republic Television Features 

64 E. Lake St., Chicago 1; State 2-0460; 
Capico Kapps, p; Joseph Kapps, vp 
chg sls; Albert Kapps, prod; D. Daily, 
ae. 

Commercials and syndicated spots. 


Robert Yarnall Richie 
Productions, Inc. 

666 Fifth Ave., N. Y. 19: Circle 6-0191; 
Robert Richie, p; Frank H. Burns, sls m; 
V. G. Richie, treas; Dorothy Donahue, sec. ; 
James Petrie, prodn m; Michael Ross, edit; 
Benjamin Green, internatl rep. 
Industrials, tv commercials. 


Walter A. Rivers & Associates 
125 Hyde St., San Francisco; OR 3-9162; 
Walter A. Rivers, o. 

Industrial motion-picture productions, tv 
commercials. 


Riviera Productions 

6610 Selma Ave., Hollywood 28, Calif.; 
Hollywood 2-8585; F. W. Zens, exec prod: 
A. W. Stephenson, Leif Rise, assoc. prods. 
Complete facilities for production of com- 
mercials for television, as well as indus- 
trial, business and commercial color motion 
pictures. 


Branch Offices: 
566 Birch, Cleveland 32; Redwood 1-6076; 


Pat Rancati, eastern rep. 
340 Westmoor Blvd., Brookfield, Wis.; Sun- 
set 2-8815; Robert Zens, midwest rep. 


Frederick K. Rockett Co. 

6063 Sunset Blvd., Hollywood 28; Holly- 
wood 4-3183; Arthur J. Sowers, p; F. Stan- 
ton Webb, vp; John J. Hennessy, exec 
prod; Jerome Lipari, studio m. 

Creation and production of industrial mo- 
tion pictures and filmstrips, public-rela- 
tions and corporate-image films, sound 
stage, scene dock, set construction, West- 
rex sound system. Editing and projection 
rooms; mobile video-tape unit. ; 

Tv commercials, syndicated spots and indus- 
trial films. 


Richard H. Roffman Associates 
675 West End Ave., N. Y. 25; Riverside 9- 
3647; Sophie Speiser, chmn; Richard H. 
Roffman, p; Maurice Roffman, Malvina 
Cohn, vps. 

Tv film commercials. 


Roy Rogers Enterprises 

357 N. Canon Dr., Beverly Hills; Crest- 
view 46841; Roy Rogers, p; Larry Kent, 
vp. 

Tv film shows; film commercials; educa- 
tional and industrial shorts; syndicate 
sound-effects library. 


Rolab Studios 

Sandy Hook, Conn.; Garden 6-2466; Henry 
Roger. 

Commercials and syndicated spots. Services 
to producers. Consultants to highly techni- 
cal camera work. 


Roquemore Films 

44 Mt. Vernon Blvd., Hamburg, N. Y.; 
NA. 7-3876; Everett E. Roquemore, d. 
Tv film commercials; educational and in- 
dustrial shorts; newsreels; music and 
sound-effects library; tape recorders. 


Cy Roth Productions 

1148 S. Shenandoah St., Los Angeles 35; 
Bradshaw 2-6884; Cy Roth, p. 

Tv film shows; tv film commercials; soun- 
dies; educational and industrial shorts: 
religious films; animation, b&w and color. 


Danny Rouzer Studio 

7022 Melrose Ave., Hollywood, Calif.; Web- 
ster 6-2494; Danny Rouzer, o. 

Filmed audition-tests for commercials; 
kinescopes; publicity newsreels, studio 
rental. 


RTS Productions 

2 W. 46th St. N. Y. 36; Plaza 7-9260; 
John Gart, p; Roger White, Merrill Staton, 
aes. 

Creation, writing and production of musi- 
cal and singing commercials and tv back- 
ground scoring. 


Jack Russell & Assoc. 

203 N. Wabash Ave., Chicago 1; State 2- 
2818; Jack Russell, p. 

Talent reps; tv film reps; jingle writing 
and production. 





Hal Rumel 
49 W. Broadway, Salt Lake City. 
Industrials and commercials. 


Sande & Greene, Inc. 

Musical Creative & Production Consultants 
8400 Sunset Blvd., Hollywood 46, Calif.; 
Oldfield 6-0300; 55 W. 53rd St., N. Y. 19; 
Judson 6-2388; Robert Sande, p; Larry 
Greene, exec vp; Pat Carson, asst sec. 
Tv live & animation commercials, musical 
commercials, title themes & backgrounds, 
station “musical images.” 


Sarra, Inc. 

200 E. 56th St., N. Y. 22; Murray Hill 8- 
0085; 16 E. Ontario St., Chicago 11; 
Whitehall 45151; Valentino Sarra, p; 
Morris D. Behrend, exec vp & gm; Rex 
Cox, creative d; John Henderson III, tv 
sls m (N. Y.); William Newton, m (Chi- 
cago); Marvin Bailey, tv prodn m (Chi- 
cago). 


Saturn Films, Inc. 

1148 S. Shenandoah St., Los Angeles 35; 
Bradshaw 2-6884; Cy Roth, p & prod. 
All film commercials, but no animation 
services. 


Raymond Scott Enterprises, Inc. 
140 W. 57th St., N. Y. 19; Plaza 7-5685; 
Raymond Scott, creative d; Charles Bar- 
clay, m. 

Creates music and special effects for tv 
and radio commercials; jingles; tv scor- 
ing: industrial films; The Jingle Work- 
shop; Sounds Mechanique. 


Scott-Textor Productions Inc. 

333 E. 46th St., N. Y. 17; Yukon 6-3850; 
Keith Textor, p; Alan Scott, treas. 
Radio and television musical commercials, 
television musical film tracks, custom rec- 
ords. 


Sel Animation, Inc. 

75 W. 45th St, N. Y. 36; Circle 5-6781; 
Lou Marcus, p; Ed Feldman, vp; Stan 
Beck, treas. 

Animated tv commercials; complete art, 
titles, filmagraphs, promotionals, industrials, 
camera service, film strips, telops, slides, 
flips, storyboards on film. 


Albert Semels Studio Inc. 

165 W. 46th St., N. Y. 36; Circle 5-6806; 
Albert Semels, p; Milton R. Roth, vp 
& prodn m. 

Animation photography, filmograph, slide 
film, special photographic effects and art 
service. 


Jack Shafton’s Puppet Masters 
8118 Lookout Mountain Ave., Hollywood 46, 
Calif.; Oldfield 4-2350; Jack Shafton, o. 
Tv live programs; tv film shows; live and 
film commercials; educational and indus- 
trial shorts; special effects; sound design; 
animation via puppets. 


Shamrock Studios 
707 Nicolet Ave., Winter Park, Fla.; Robert 
St. Vincent Pollock, vp. 


Sharpe-Lewis Productions 
9336 W. Washington Blvd., Culver City, 
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In this animated commercial, “Nutsy” the clown 
leads a circus parade to the accompaniment of an 
exciting brass band. Action and heroics help con- 
vince parents along with the kids that “Circus Nuts 
are the healthiest and nuttiest of nuts.” 

Produced by SARRA for LUMMIS & CO. through 
J. CUNNINGHAM COX, INC. 


Brie 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





LV. spot editor 


Sponsored by one of the leading film producers in television 





Ease of application, speed of tanning action, and 
sunburn protection are stressed in this live action 
spot for Q. T. Quick Tanning Lotion. A gay, active 
young couple demonstrates how Q. T. tans you in- 
doors or out to give you a double tanning action. 

Produced by SARRA for PLOUGH, INCORPO- 
RATED through LAKE-SPIRO-SHURMAN, INC. 


gmk 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





The musical sound of clinking ice cubes, shot in 
stop-motion, sets the stage for refreshing close-ups 
of iced McCormick Tea and family enjoyment scenes. 
These commercials show that “There’s nothing 
more delicious than a glass of Tea House Tea.” 

Produced by SARRA for McCORMICK & CO., 
INC., SCHILLING DIVISION through LENNEN 
& NEWELL, INC. 


Brie 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 














The name, the product and lemon and lime slices 
are the only actors in these spots to introduce the 
Pepsi-Cola Company’s new drink, TEEM. Anima- 
tion, stop-motion and live action are cut to the 
peppy rhythm of a truly lilting, singable jingle that 
makes the viewer well aware that “new TEEM is 
here.” 

Produced by SARRA for PEPSI-COLA COM- 
PANY through BATTEN, BARTON, DURSTINE 
& OSBORN, INC. 












gine 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


















A Heide “sun,” Indian teepees and trees made of 
Jujyfruits form the setting for a pretty little Indian 
girl to dance and sing praises of Jujyfruits. A most 
agreeable way to say, “Always keep Jujyfruits on 
the tip of your tongue.” 

Produced by SARRA for HENRY HEIDE IN- 
CORPORATED through FULLER & SMITH & 


ROSS INC. 
Birkin 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





This new series of spots emphasizes the fact that 
“you'd swear the blade never touched your face.” 
The razor disappears from the shaver’s hand, but 
the swath in the lather continues. Modern, stylized 
animation explains how Pal Premium Blades ride 
through whiskers on a film of “liquid ball bearings.” 

Produced by SARRA for A. S. R. PRODUCTS 
CORPORATION through BENTON & BOWLES, 


INC. 
Brie 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





NEW YORK: 200 EAST 56th STREET... Bink .-. CHICAGO: 16 EAST ONTARIO STREET 
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Calif.; Upton 0-2931; Don W. Sharpe, 
p; Warren Lewis, exec vp. 

Tv film shows; tv commercials; package 
tv film shows. 

Branch Office: 

220 Madison Ave., N. Y.; Murray Hill 5- 
5683; Don Sharpe, p; Warren Lewis, exec 
vp. 


Lawrence F. Sherman & Assoc. 
630 Ninth Ave., N. Y. 36; Judson 2-2988; 
Lawrence F. Sherman, p. 


Shewan Productions, Inc. 

527 Lexington Ave., N. Y.; PLaza 2-5040; 
William Reilly, p; Diane Munhall, vp, sec- 
treas. 

Filming commercials, industrial programs. 
Consultation & creative serv. Live action, 
animation, strip film. 


Signature Music, Inc. 

240 E. 53rd St., N. Y. 22; Judson 2-8800; 
Hank Sylvern, p. 

Producer of musical commercials. 


Al Simon Productions 

General Service Studios, 1040 N. Las 
Palmas, Hollywood 38, Calif.; HO 9-9011; 
Al Simon, p; John Nicolaides, controller. 
Producer of programs and commercials. 


Sixteen Screen Service Co. 

6710 Melrose Ave., Hollywood 38, Calif.; 
Webster 9-1491; Homer O'Donnell, o. 
Tv film shows; tv film commercials; educa- 
tional and industrial shorts; animation, 
b&w and color; sound or laboratory facili- 
ties and services. 





FOR UNUSUAL 
FILM COMMERCIALS 
and 
HARD SELL JINGLES 


WILBER STREECH PRODUCTIONS, INC. 
135 W. 52nd St., N.Y.C. JU. 2-3816 
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‘programs; 





Skelton Studios 

1416 N. La Brea Ave., Hollywood 28, Calif. ; 
Hollywood 9-2731; Red Skelton, p; Edward 
M. Hillie, gm. 

Producers of live, taped and filmed tv 
industrial films and commer- 
cials in color and monochrome; RED-EO- 
TAPE mobile tv units. 


Sleeping Giant Films, Inc. 

3019 Dixwell Ave., Hamden, Conn.; David 
K. Harris, p; Anthony Guorino Jr., vp & 
treas. 

16mm and 35mm complete production serv- 
ice; animated spots. 


Fletcher Smith Studios, Inc. 

259 S.W. 21st Ter., Ft. Lauderdale, Fla.; 
Ludlow 1-7300; Fletcher Smith, p; Arthur 
J. Davis, vp; Peter Caldera, sec-treas. 
Industrial films; opticals; projection; tv 
commercials; sound recording; sound 
shooting stage; animation; editing. 
Branch Office: 

319 E. 44th St., N. Y. 17; 
5-9010. 


Murray Hill 


Walter Harrison Smith 
Associates, Inc. 

222 E. 44th St., N. Y. 17; Oxford 7-9174; 
Walter Harrison Smith, p. , 
Producer-distributor of industrial and pub- 
lic-relations films; commercials. 


Soundac Productions, Inc. 

Post Office Box 635, Hollywood, Fla.; Wa- 
bash 3-8426; Robert D. Buchanan, p & gm; 
Jack Schleh, prodn m; Bob Biddlecom, 
tech d; Fran Noack, art d. 

Animated and live-action 16mm_photog- 
raphy; Produce film commercials, business 
films, and animated syndicated services and 
cartoon packages. 


Spotlite News, Inc. 

607 N. La Brea Ave., Los Angeles 36; 
Webster 8-2191; Marcia J. Walker, p; W. 
A. Blanchard, vp; Rex Metz, prodn sup. 
Film and editorial facilities; ty commer- 
cials and tv newsreel productions. 


Branch Office: 


| 60 W. 46th St. N. Y. 36; Circle 5-0770; 


Ben Greenberg, vp. 


Stammco, Inc. 
291 S. LaCienega Blvd., Beverly Hills; 


| J. Harry Ebbert, p. 


Producers of sales, training, advertising 
marketing, merchandising, counseling and 
organizational film and transcription pro 
grams; tv film commercials; filmed indus- 
trial, commercial and theatrical short sub- 
jects; sound-slide films and records. 


Stanley-Marshall Tv Productions 
1454 Peerless Place, Los Angeles 35; CR 
4-1471; John Jay Franklin, prod. 

Produce tv commercials, 


Stars, Inc. 

123 N. Poplar St., Charlotte, N. C.; ED 3- 
6151; T. D. Kemp Jr., p. 

Tv live and film shows; live and film com- 
mercials; package tv live shows 


Stockdale & Co. 
200 E. First St., Salt Lake City 11; Elgin 
5-5511:; C. L. Stockdale, p & o. 









Tv commercial films, industrials, }omm and 
35mm. 


Storyboard, Inc. 

160 Riverside Dr., N. Y. 24; TR 3-7207; 
John Hubley, p. 

Animation and live-film production. 


John G. Stratford Film Corp. 
250 W. 57th St., N. Y. 19; Judson 6-7390; 
John G, Stratford, p. 

Tv film commercials; educational and in- 
dustrial shorts; animation, b&w; package 
tv film shows; import film; film tibrary. 


Jack Strausberg Productions 

920 N. Michigan Ave., Chicago 11; White 
hall 4-3941; Jack Strausberg, p. 
Commercials and syndicated spots, slide 
films. 


Wilbur Streech Productions, Inc. 
135 W. 52nd St., N. Y. 19: Judson 2-3816; 
Wilbur J. Streech, p; J. P. Atherton, vp, 
mus d; S. J. Hazard, assoc prod. 
Commercials for tv-radio scripts; story- 
boards. “Musical Trademarks,” live action, 
“streechilation,” slide motion. Limited to 
full animation. 


Sturgis-Grant Productions, Inc. 
322 E. 44th St., N. Y. 17; Murray Hill 
9-4994; Warren Stugis, p: Benedict 
Magnes, vp & gm; Sidney Milstein, vp 
chg prodn; A. E. Snowden, sec-treas; 
Richard A. Kent, spec asst to p; Anthony 
Delmar, art d. 

Sound stage, 35mm and 16mm cameras, 
full art dept., animation camera, special- 
effects cameras, recording facilities, script- 
writing staff, storyboards. 


Sturm Studios, Inc. 

49 W. 45th St., N. Y. 36: Judson 6-1650; 
Harold Hackett, p; Ray Junkin, exec vp: 
William A. Sturm, vp; Orestes Calpini, sec ; 
George Richfield, treas. 

Producers of live action, animation and 
stop motion films for tv and industry. 


Sun Dial Films, Inc. 

341 E. 43rd St., N. Y. 17; Murray Hill 
6-2046-7; Samuel A. Datlowe, p. 
Commercials, syndicated spots and indus- 
trial films. 


John Sutherland Productions, Inc. 
201 N. Occidental Blvd., Los Angeles 26; 
Dunkirk 8-5121; John Sutherland, p; 
Charles Bordwell, vp. 
Animation and live action. 
Branch Office: 

408 W. 34th St., N. Y. 1; Oxford 5-7450. 
Suzari Marionettes 

119 E. 17th St., N. Y. 3; Gramercy 3-6699; 
Dorothy Zaconick, d. 

Tv live and film shows; live and film com- 
mercials; educational and industrial shorts: 
religious films; package tv hive and film 
shows. 

Branch Office: 

830 Regent Dr., Westbury, L. I.; 
wood 41481; Ruth Waxman, p. 


Edge- 


Hack Swain Productions, Inc. 
1685 Fortuna St., Sarasota, Fla.; RI 6-1706: 
Hack Swain. 
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Tv-radio brochures, slide films, motion pic- 
tures. 


Robert Swanson Productions, Inc. 
689 Fifth Ave., N. Y.; Murray Hill 8-4355; 
Robert Swanson, p; Rolf Johnson, sls. 
Creation of musical commercials for tv 
and radio in all phases. 


Swanstrom Productions 

7657 Melrose Ave., Hollywood 46, Calif.; 
WE 5-8680; Carl Swanstrom, o. 

Producer of industrials and commercials. 


Swift-Chaplin Productions, Inc. 
1136 N. Highland Ave., Hollywood 38, 
Calif.; Charles Chaplin, p; Howard 
Swift, exec vp; Miles E. Pike, vp. 
Commercials and syndicated spots. 


Talking Pictures, Ltd. 
28 Bruton St., London W1, England; 
Myron L. Broun, m-d. 


Teaching Aids Service, Inc. 

549 W. 123rd St., Suite 12E, N. Y. 27; 
WA 9-3635; Miss Gertrude Jacobs, p. 

Tv film commercials, soundies; educational 
and industrial shorts; animation, b&w and 
color; tv scripts; export and import film; 
rent studios & facilities, sound or labora- 
tory facilities & services. 


Technical Animations, Inc. 

19 South St., Port Washington, N. Y.; PO 
7-3153; Stanley Lk. Schwartz, p. 

Custom prepared Technamations for film 
animations. 


Technisonic Studios, Inc. 
1201 Brentwood Blvd., St. Louis 17; Park- 
view 7-1055; Charles E. Harrison, p; 
Edward H. Canter, vp; Lila H. Fritschle, 
sec; Annette M. Harrison, treas. 
16/35mm commercial film-sound studios 


Telecine Film Studios, Inc. 

100 S. Northwest Highway, Park Ridge, 
Ill.; TA 3-1418; Byron L. Friend, p. 

Tv commercials, tv programs, color and 
b&w, studio or location. 


Telefilm, Inc. 
6039 Hollywood Blvd., Hollywood 28, 
Calif.; Hollywood 9-7205; J. A. Thomas, 


p. 
Tv film commercials; industrial motion 
pictures; animation, special effects, titles, 
slides, b&w and color duplicating; sound 
recording; music library; sound effects li- 
brary; rental stage; process film; com- 
plete 16mm motion picture technical serv- 
ices. 


Telemat , 

433 S. Fairfax Ave., Los Angeles 36; Web- 
ster 3-5731; Alan Wise and Sidney V. Free- 
man, ps. 

Library service of animated cartoon com- 
mercials which may be adapted by stations 
for local accounts. Also, custom film com- 
mercials both live and animated. 


Telemated Motion Pictures 

415 Lexington Ave., N. Y. 17; Yukon 
6-3655; S. S. Taffet, prod-d. 

Production of tv commercials, industrial & 





training films, filmographs. Animation and 
live action; 35mm & 16mm; color and 


b&w. 


Telepix Corp. 

1515 N. Western Ave., Hollywood 27, Calif.; 
Hollywood 4-7391; Robert P. Newman, 
p; Pat Shields, prodn m. 

Tv film shows; live and film commercials; 
education and industrial shorts; anima- 
tion, b&w and color; music effects; tv 
talent; syndicate sound-effects library; 
rent studios & facilities; sound or labora- 
tory facilities & services. 

Branch Offices: 

925 Harrison St., San Francisco; 6620 
Diversey, Chicago 35; TU 9-6636; Stanley 
F. Anderson; Jack A. Boston. 

Foreign Office: 

London, England. 


Telescene Film Productions Co. 
287 Tenth Ave., N. Y. 1; Chickering 4- 
0122; Robert D. Tobias, o. 

Tv producer and distributor of syndicated 
programs. 


Television Broadcasting 
Service, Inc. 

91 Central Park West, N. Y. 23; Trafalgar 
7-2372; William R. Riddle, p-o. 

l6mm & 35mm sound films, color or b&w, 
open-end commercials for tv, animation, 
regular film commercials, slides, travelogs, 
industrial films, film rentals, package 
shows; resort, mining, oil films; feature 
film rentals, “live” tv productions, scripts, 





Kobet Swanson P. roductions ey 
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safety films; video tape productions, color 
and b&w, in studio, and on location, re- 
mote tv tape productions, commercials, and 
package shows, backgrounds. 
Studio Office: 

735 Bergan Blvd., Ridgefield, N. J. 
Branch Offices: 

39 Academy Rd., Caldwell, N. J.; 
well 6-4272; Irwin L. Werfel, 
m, 

1444 Bewick Ave., Detroit 14; Valley 2- 
0092; Rodney B. Hershey, district sls m. 
12 Maple St., Hensonville, N. Y.; Wind- 
ham 241 & 251; Jack Averill, district sls 
m. 


Cald- 
regional sls 


Television Commercials Inc. 
Paramount-Sunset Studios, 1456 N. Bron- 
son Ave., Hollywood 28, Calif.; Hollywood 
2-6282; Harry W. Loud, p. 

Tv commercials; industrial films; anima- 
tion; videotape commercials and produc- 
tion; 5 sound stages; casting; technical 
dept.; optical and special effects; art dept.; 
editorial dept.; mattes; inserts; animation; 
sound; music; location. 


Television Graphics, Inc. 

369 Lexington Ave., N. Y. 17; Murray Hill 
6-5255; Bernard Rubin, Lee E. Blair, 
Michael Alexander, Charles Powers, Ed- 
mond Witalis, ds; Theodore Pahle, cam- 


eraman; Don Towsley, animation d; Bob 
Franz, d special affects; Howard Linkoff, 
rep. 

Live action; animation; special effects: 
stop motion, time lapse, combinations of 
live and animation. 

Studios: 

429 W. 54th St, N. Y.; 3 W. 6lst St, 
N.Y. 


Television Screen Productions, 
Inc. 

17 E. 45th St., N. Y. 17; Murray Hill 2- 
8877; Charles J. Basch Jr., p; Frances 
Scott, vp & sec; Clarence Schmidt, treas. 
Tv commercials, film programs, industrial 
& training films—bé&w or color; 35mm or 
16mm; animation or live talent. 


Termini Video Tape Services, Inc. 
1440 Broadway, N. Y. 18; Pennsylvania 6- 
6323; Anthony Termini, p. 

Full video tape facilities; tv studio—35mm 
kinescopes—editing, screening rooms— 
close circuit; and mobile  video- 
tape unit for location programming any- 
where in the United States. 


TKT Films, Inc. 
1600 Broadway, N. 
Tom Golden, p; 
ups. 


Y. 19; Judson 2-2808; 
Len Kanter, Tee Collins, 


Producers of animated and live action films, 
tv commercials. Industrial & sales promo- 
tion films. Storyboard & script creation. 


Toddy Pictures Co. 

148 Walton St., N.W., Atlanta 1; 
8-3117; Ted Toddy, p; James L. 
sls m. 

Tv film shows; live commercials; indus- 
trial shorts; package tv film shows; sound 
or laboratory facilities & services. 


Murray 
Roberts, 


| Tomlin Film Productions, Inc. 
| 480 Lexington Ave., N. Y. 17; 


Yukon 





6-5090; Frederick A. Tomlin, p; Carl A. 
Tomlin, vp & bus m. 
Producer of industrials and commercials. 


Town & Country Network, Inc. 
4000 Albemarle St., N.W., Washington, 
D. C.; Emerson 3-8110; Connie B. Gay, 
chmn bd & p. 

Country & western talent and production 
of film commercials. 


Transfilm-Caravel Inc. 

Executive Offices: 

455 Park Ave., N. Y. 22; PLaza 2-4100; 
Studios 20 W. End Ave., N. Y. 23; PLaza 
2-4100; William Miesegaes, p; Michael A. 
Palma, exec vp; David I. Pincus, Robert 
H. Klaeger, sr vps; Milton Millet, sec-treas ; 
William E. Huston, vp, tv commercials sls; 
Joseph F. Kilmartin, vp, bus pgm serv; 
William Burnham, Peter A. Griffith, ups; 
Gordon Crowe, vp, exec prod bus pgm serv: 
Thelma Allen, Raymond DuFlon, Paul 
Minor, James A. Steen, Jr., aes; E. H. Moss, 
d, training pgm serv; L. E. Waddington, 
exec prod bus pgm serv; Marilyn Gold, d 
adv & pub. 


Film Production Div: 

Robert H. Klaeger, p; John J. Fenton, vp 
prodn; Andrew L. Gold, vp govt serv; 
Stephen Kambourian, vp, mot pic comple- 
tion; Robert Drucker, Philip Donoghue, 
exec prods; James Rose, John Gilmour, 
prod-d; John C. Orr, assoc prod; Michael 
Phillips, asst d; David Quaid, d photog; 
Paul Heller, art d; Robert C. Jacques, sup 
edit; Bruce Heerdt, m print serv; Martin 
Berman, studio m. 

Tv commercials, industrial films, complete 
art and animation service, sound slide 
films, sales and business meetings, sales 
training programs, convention, industrial 
shows, closed circuit tv and entertainment 
packages. 


Triangle Productions 
5746 Sunset Blvd., Hollywood 28, Calif.; 
Hollywood 4-7119; LeRoy M. Smith, p; 
Robert G. Walker, sec-treas. 


Tv Art, Inc. 

7 N. 7th St., St. Louis 1; Central 1-4575; 
Daniel Bishop, p; William Hunn, prodn m. 
Tv film shows; tv film commercials; anima- 
tion, b&w; package tv film shows; tv 
talent; tv scripts. 


Tv & Motion Picture Productions 
117 E. Main St., Richmend 19, Va.; Milton 
3-4444; John C. Wood, p; Fred L. Frech- 
ette, vp. 

Animation; laboratory (16mm) facilities 
and services; film spot commercials, indus- 
trial and educational films; newsreels and 
special events, slides and slide film com- 
mercials; recording facilities, studio facili- 
ties for rent, complete editing services. 


Tv Spots, Inc. 

1037 N. Cole Ave., Los Angeles 38, Calif.; 
Hollywood 5-5171; Shull Bonsall, p; 
Bob R. Ganon, vp & gm; Samuel Nichol- 
son, vp & creative d; David Hoffman, 
prodn m. 

Animated and live action television film 
commercials and industrial films; animated 
entertainment films for television. 












T-V Visuals inc. 

(formerly Kling Studios Syndicated Com- 
mercials Div.) 

20 N. Wacker Dr., Chicago 6; Central 6- 
8955; Alfred D. LeVine, p; Robert B. 
Eirinberg, sec. 

Syndicated television commercials; live 
action; animation; color; l6mm & 35mm 
b&w and color. 


William Tytla Productions Inc. 

40 W. 57th St., N. Y. 19; Circle 6-8561; 
William P. Tytla, p & d; Richard Saun- 
ders, prodn m; Ruth Gross, asst d; Gwynne 
Boll, asst to p. 


Richard H. Ullman, Inc. 

Animated commercials. 

295 Delaware Ave., Buffalo 2, N. Y.; Cleve- 
land 2066; Richard H. Ullman, p; 
Richard B. Ullman, vp; Marvin A. Kemp- 
ner, exec up. 

Animation and live sequences. 

Branch Office: 

570 Fifth Ave., N. Y.; Circle 5-3111; Rich- 
ard B. Ullman, vp. 


Unifilms, Inc. 

6 E. 46th St., N. Y. 17; Yukon 6-5720; 
Charles E. Gallagher, p. 

Tv commercials; tv program inserts; tv 
public service material; tv news and fea- 
ture coverage; tv programs, industrial films. 


United Film & Recording Studios 
301 E. Erie St., Chicago 11; Superior 
7-9114; William L. Klein, p & exec prod; 
Herschel Lewis, exec d; Jack Major, d-film 
commercial div; Larry Wellington, creative 
musical d; Marilyn L. Friedel, nat d pr. 
Creators and producers of motion pictures 
for business & industry, spot announce- 
ments & musical jingles for radio and tele- 
vision, package shows for television. 


Branch Offices: 

17 E. 45th St., N. Y. 17; Oxford 7-0725; 
Herbert Rosen, eastern rep. 

425—13th St., N. W., Washington 4, D. C.; 
Sterling 3-2951; Ken Buchanan, Washing- 


ton rep. 


United States Productions, Inc. 

5 East 57th St. N. Y. 22; Plaza 1-1710: 
Francis C. Thayer, p; Thomas H. Wolf, 
exec vp and treas; Rene Bras, sec. 
Producers of industrials, commercials, med- 
ical and theatrical films and programs. 
Branch Offices: 

116 Washington Ave., Albany, N. Y.; AL 
3-4827; Thomas G. Carroll. 

1714 Hundy, Houston 19; JA 2-6544; Bar- 
bara Attwell. 


UPA Pictures 

4440 Lakeside Dr., Burbank, Calif.; Thorn- 
wall 2-7171; Henry G. Saperstein, p; Hal 
Elias, studio m. 

Animated and live action tv commercials; 
all types animated films for industry, sales 
promotion, tv entertainment and education. 


Van Praag Productions, Inc. 

1600 Broadway, N. Y. 19; Plaza 7-2687; 
William Van Praag, p; Mare S. Asch, 
exec vp; Frank Stephan, vp; Douglas J. 
Baker, prodn d; Hal Persons, a sup; Daniel 


Karotf, prodn m; Oscar Canstein, chf ed; 
Robert Van Praag, distribution; Anita M. 
Palumbo, bus m; Lois Gray, accounting. 
l6mm and 35mm, b&w and color motion 
pictures for commercial, industrial, edu- 
cational, promotional, documentary and 
theatrical presentation; slidefilms and dis- 
tribution. 

Branch Offices: 

2301 Dime Bldg., Detroit 26; Woodward 
2-4896; Andrew Pastula, gm. 

3143 Ponce de Leon Blvd., Coral Gables, 
Miami, Fla.; Highland 43191; Maurice 
Van Praag, gm. 

6269 Selma, Hollywood, Calif.; Hollywood 
2-2341; J. Vallair, gm. 


Vavin, Inc. 

236 E. 46th St., N. Y. 17; Murray Hill 
2-4624; Richard de Rochemont, p chmn 
of bd; Gerald E. Weiler, exec vp; Joseph 
Stultz, vp; Ruth Teksmo, sec, asst treas. 
Production filmed tv commercials, indus- 
trial and public relations films domestically 
and abroad. 


Branch Office: 


72 Blvd. Raspail, Paris, VI, France; Littre 
99-61; Mme. Yvonne Oberlin, m. 


Versatile Television Productions, 
Inc. 

324 Broadway, Cape Girardeau, Mo.; Edge- 
water 5-8816 TWX: Cape Girardeau 968; 
Robert O. Hirsch, p; Blaine Baker, m. 
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Live action and animated commercials, syn- 
dicated spots and industria] films. 


Video Crafts, Inc.,(for tv) & 
Arthur Rankin Jr. Associates 
(for industry) 

116 E. 30th St., N. Y. 16; Oregon 9-6030; 
Arthur Rankin, Jr., p: Rene Mechin, 
sls m; Peter Turnquist, contact; Curt 
Iverson, art d. 

Animation, stop motion puppets, slidefilms; 
motion pictures; tv art. 

Branch Offices: 

1240 27th St., N. W., Washington, D. C.; 
Barbara Freygang. 

13, 2-Chome Higashi Ginza, Chu-Ku, Tokyo, 
Japan, Kizo Nagashima. (Production of 
animated & stop motion puppet films in 
exclusive association with Japan Animation 
Producers Assn.) 


Video Recording Tape Center, Inc. 
721 N. Bronson Ave., Hollywood 38, Calif.; 
Hollywood 7-4137; Val Lindberg, film m; 
Clair Higgins, tape m; Jack Mauck, d sls. 
Film & tape commercials. Mobile unit, 2 
VTR’s. Complete studio. 


Videotape Productions of New 
York, Inc. 

205 W. 58th St., N. Y.; Judson 2-3300; 
Howard S. Meighan, p; John B. Lanigan, 
vp & gm; Charles Holden, prodn m; Her- 
bert W. Hobler, sls m; Donald R. Collins, 
chf engineer; Edgar Grower, prodn sls 
service. 

Television Videotape commercials and pro- 
ductions. 


Video-View 

Div. of General Film Labs. 

1456 N. Argyle, Hollywood 28, Calif.; HO 
3-4179; HO 2-6171; Bradley Kemp, m. 
Video tape to film transfers. 


Vizcaya Productions, Inc. 
663 Wood Crest Rd., Miami 49, Fla.; EM 
1-2115, FR 42108; Van Hearn, exec prod. 


Full production, theatrical features. 


Vogue Film Productions, Inc. 
Bowman Field, Louisville 5; Glendale 4 
3689; Hal Vinson, p. 

Production of 16mm motion pictures; slide 
films and slides; tv commercials; air- 
checks. 


Volcano Productions, Inc. 

1040 N. Las Palmas, Los Angeles 38; 
Hollywood 7-3111; James Bank, p. 

Tv film shows; tv film commercials; edu- 
cational and industiial shorts; package tv 
film shows. 


VPI Productions 

321 W. 44th St., N. Y. 36; Judson 2-8082; 
Edwin T. Kasper, p; George Tompkins, 
vp; Howard Linkoff, d sls; Sheldon Satin, 
prodn m; Leonard Hirschfield, d of photog- 
iaphy; Dave Kelmenson, staff d; Karl 
Hueglin, scenic designer; Michael Cala- 
mari; sup edit. 

Tv film commercials; industrial films. 
Branch Office: 

1333 N. Michigan Ave., Chicago 1. 


Roger Wade Productions, Inc. 
16 W. 46th St., N. Y. 36; Circle 5-3040. 
Television commercials, animation and live 
action; complete art, animation, writing, 
ed.ting services; oxberry stand. 


Willard Pictures, Inc. 

45 W. 45th St., N. Y. 36; Judson 2-0430; 
John M. Squiers Jr., p; Samuel A. Scrib- 
ner, vp; Richard T. Kennedy, creative serv- 
ices. 

Commercials, syndicated spots and indus- 
trial films. 

Tv live and film shows; live and film com- 
mercials; package tv live and film shows; 
tv scripts. 


Frank Willard Productions 

1842 Briarwood Rd., N.E., Atlanta 6; ME 
4-2433; Frank H. Willard Jr., 0; Steve 
Conroy, sls m; Charlie Cannon, prodn m; 
Avram Fine, prodn coordinator. 
Producers of television spot films and in- 
dustrial films in l6mm and 35mm. Facili- 
ties include air conditioned sound stage 
with overhead lighting; three air condi- 
tioned editing rooms and animation room. 
ll-channel audio input sound system; 
three-channel selsyn interlocked dubbers 
and l6mm projector; Ampex 14-inch re- 
corder. Music library. 


Aubrey Williams Advertising, Inc. 
923 Barracks St., New Orleans 16; Jackson 
5-2188; Aubrey Williams, p. 

Tv live & film shows: live & film commer- 
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cials; package tv live & film shows; tv 
scripts. 


Williams & Hill Ltd. 

12 Shutter St., Toronto, Canada; 362-5931; 
Hal B. Williams, p; Richard H. Hill, vp; 
Heinz A. K. Drege, vp; Colin Smith, crea- 
tive d; Hans Klostermann, Gary Gray, 
prods; Ingeborg Gerike, photog d; Kenneth 
N. Craig, art d. 

Tv film commercials & film presentation, 
live action, animation titles, pictafilm & 


slides (b&w and color). 


Williams & Meyer Co. 

Prudential Plaza, Chicago 1; Wabash 2- 
3800; William S. Meyer. 

Slides and balops (telops) ; slide film com- 
mercials. 


Winik Films Corp. 

250 W. 57th St., N. Y. 19; Circle 6-7360. 
Leslie Winik, p; Richard Winik, vp; 
E. Rosen, sec. 

Produce and distribute filmed tv series; 
produce industrial and documentary films. 
Branch Offices: 

611 N. Tillamook St., Portland, Oregon; 
Atlantic 4-4255; Merriman Holtz, sls rep 
west coast. 

20 N. Wacker Drive, Chicago; Central 
6-8955; Al Levine, sls rep, midwest. 


Raphael G. Wolff Studios, Inc. 
1714 N. Wilton Pl., Hollywood 28, Calif.; 
Hollywood 7-6126. 

Commercials, syndicated spots and indus- 
trials. 


Gene K. Walker Productions 

627 Commercial St., San Francisco 4; YU 
1-6410; Gene K. Walker, p; Claire Me 
Namara, sec-treas; Roy Grandey, gm. 
Producer of industrial and educational films 
and public relations films for television. 


Washington Video Productions, 
Inc. 

24 F St., N. W., Washington 1, D. C.; Lin 
coln 6-1300-1-2-3; George F. Johnston, p. 
Tv film shows; tv film commercials; edu- 
cational aud industrial shorts; religious 
films; animation, b&w and color; package 
tv film shows; import film; rent studios & 
facilities. 
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Louis Weiss & Co. 
655 N. Fairfax Ave., Los Angeles 36; Olive 
3-5350; Adrian Weiss. 

Tv film shows; tv film commercials; sound- 
ies; educational and industrial shorts; re- 
ligious films; package tv film shows; syn- 
dicate tv film; export and import film. 


Ross Wetzel Studios, Inc. 

615 N. Wabash Ave., Chicago; Superior 
7-2755; Ross Wetzel, p. 

Tv film commercials; animations, b&w and 
color; slide film. 


Wilding Inc. 

1345 Argyle St., Chicago 40; Broadway 
5-1200; C. H. Bradfield Jr., chmn bd; 
H. Williams Hanmer, p; Clint Hatcher, 
vp finance; Leon Kreger, vp creative serv- 
ices; Joe Morton, prodn m; Mike Stehney, 
m Wilding Tv. 

Branch Offices: 

405 Park Ave., N. Y.; Plaza 9-0854; Hugh 
Gage, vp. 

4925 Cadieux Rd., Detroit; Tuxedo 2-3740; 
Gordon Miller, vp. 

1345 Argyle St., Chicago; Cliff Weake, up. 
1010 Euclid Ave., Cleveland; Tower 1- 
6440; L. T. Young, vp. 

109 Stevenson St., San Francisco; Douglas 
2-7789; Dave Butler, up. 

832 N. Lillian Way, Hollywood, Calif.; 
Hollywood 9-5338; Ted Goetz, m. 

East Akron Post Office Bldg., PO 9150, 
Akron; Stadium 4-5514; Bob Osmum, m. 
617 Vine St., Cincinnati; Garfield 1-0477; 
R. L. McMillan, dist m. 

3418 E Lake St., Minneapolis, Minn; Park- 
way 4-5512; D. D. Young. 


Wonderland Productions 

7934 Santa Monica Blvd., Hollywood 46, 
Calif.; Oldfield 48342; M. L. Bryan, exec 
prod. 


Animated and live-action tv film commer- 
cials, color industrial and public-relations 
motion pictures, government films, short 
subjects, feature films, 35mm and 16mm. 
Soundproof studio, complete equipment, 
permanent staff for all phases from script 
to screen. Staff pilots fly crews for location 
shooting anywhere in U. S. “Wondermo- 
tion” process for animating live actors. 


~ SERVICE 


Wilding tv 
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WCD, Inc. 

1600 Broadway, N. Y. 19; Circle 7-1600; 
Robert Carlisle, p; Tom Dunphy, exec vp 
chg of prodn; Jack Lemmon, vp chg sls; 
Walter Kullberg, sec-treas; John Affriol, 
prodn m; Morty Fallick, sup edit. 
Motion picture production in all phases; 
documentary, training, sls. promotion, pub- 
lic relations and tv commercials. 


Carter Wright Enterprises 

6533 Hollywood Blvd., Hollywood 28, 
Calif.; Hollywood 9-0944; Carter Wright, o. 
Tv live and film shows; live and film com- 
mercials; music effects. 


Wurtele Film Productions 

P. O. Box 504, Orlando, Fla.; GA 2-9755; 
Harold S. Wurtele, o. 

Tv film commercials; industrial shorts; 
sound facilities & services. 


Wylde Films, Inc. 

155 E. 24th St, N. Y. 10; Murray Hill 
5-1000; Fred Levinson, p; Larry Unter- 
meyer, sls & pr. 

Industrial sales training and promotion, tv 
commercials, slide films, animation & live 
action. 


Marvin Young Assoc. 

4432 Farmdale Ave., N. Hollywood, Calif., 
Poplar 3-5347; Marvin Young, Ad assoc. 
Representing eastern ad agencies in coast 
tv activities, including supervising produc- 
tion of programs & commercials. 


Ziv-United Artists, Inc. 

7324 Santa Monica Blvd., Hollywood, 
Calif.; Oldfield 4-2800; Maurice Unger, 
exec vp chg prodn. 

Commercials and syndicated spots; net- 
work & syndicated film programs. 


Seymour Zweibel Productions, Inc. 
1l E. 4th St, N. Y. 17; Murray Hill 
2-4450; Seymour Zweibel, p. 

Industrial & educational films (lease or 
loan); slides and balops (telops); slide 
film commercials. 





Abbreviations 
Abbreviations commonly used in the 
foregoing listing include: a: account; 
ae: account executive; anima: anima- 
tion; assoc: associate; asst: assistant; 
bd: board; b&w: black-and-white; 
chief; chg: 


charge; chmn: chairman; d: direc- 


bus: business; chf: 


tor; div: division; dulpmnt: develop- 
ment; ed: editor; gm: general man- 
ager; hd: head; m: manager; mus: 
musical; 0: owner; off: office; optns: 
operations; p: president; pgm: pro- 
gram; pr: public relations; prod: 
producer; prodn: production; pt: 
partner; pub: publicity; res: resi- 
dent; sec: secretary; serv: service; 
sls: sales; technel: technical; traff: 
traffic; treas: 
president. 


treasurer; vp: vice 
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companies 





(The following list includes all supply and service com-  gories. Titles are listed as indicated by the companies on 
panies in the major production centers which operate in questionnaires supplied by TELEVISION AGE. Firms are listed 


the television commercials field. They are grouped by cate- under each group in alphabetical order.) 








COSTUMING: 
GLORIA ANDERSON (STYLIST) 
a] ° 435 N. Fairfax Ave., W. Hollywood 46, 
Costuming ..... Perret, Trey eee try page 99 yh 
OE NUNN wwe soe es. Oeekee aaeaneenee 99 fe 
Equipment and Supplies ..........2.20.2200- 101 8330 Santa Monica Blvd., Hollywood 46, 
Pee WS on es cc oc cos ts dad able eeeress 102 Pf oy 
Files Rew and Print Stock ......cccscecccsecs 104. BROOKS COSTUME CO. 
y 2 3 3 W. Gist St., N. Y. 23, PL 7-5800 
Film Repairs and Restoration ......... ‘Kiewes 104 Harold D. Blumberg. 
+s ° ° ° DAZIAN’S, INC. 
Film Storage and Distribution ..............-. 107 148 W. 44th St. Ki. ¥. 96, JU 2-1900 
be Y ° Filipe Fiocca 
es CN TS oe ice as Gee eee seus 107 ecole «Al 
GME. ov As vba cd oh co 5 O6n es be ee ee Eeeee 107 318 S. Robertson Blvd., Los Angeles 48 
Sam Gutterman, mer. 
Mak e-up . sd os S's dS be ) oe ee we eo SO Oo 08S Oe OS 8 107 MANHATTAN COSTUME CO., INC 
Music Libraries and Sound Effects ...... Lhcpimienictind 107 a ee 
ST SS ns cu 5.5 0 + 0'6:b 6 08 w0e-s a ee 108 el 
ee ° 729 N. ighlan ollywood, 2-9605, 
Oviginal Miuste Predecers .... 2 .icescivevesss 108 5-6589 
Michael D. Meyers. 
. . ere rrrrerecrart | ores or a gl = 
Screening Rooms ch ae as a at a atine< ieee 110 1037 S. Leos Angeles St., Los Angeles 15, RI 
al . ° ~ . oy . 9-8243 
Set Construction and Scenic Supplies .......... 110 VARIETY COSTUME, INC. 
Shipping 110 353 W. 48th St., N. Y. 19, CO 5-8196-7-8 
Rawat eee weavpewe res) Pe er se ee Se Sol Binder, p. 
Sound Recording pa kia Oe » « she eee eee 110 WESTERN COSTUME CO. 
9 5335 Melrose Ave., Hollywood 38, HO 9.1451 
Stage Rental bees eoeseecececee we sehen ea Paes See 48 112 J. F. Golden, p 
et eee ee ee eee EDITING SERVICES: 
. 
Pe eer WeTTCITeT TT? ctr ee 112 cssdastiianans (ints dihdadiainta 
Dee ee eee LS, 6 sae see eee 113 723 Seventh Ave., N. ¥. 19, JU 6-3057 
lade a . Jerry Forman, Martin Andrews, vps 
Video-Tape ee ee ee ee re ee 114 BEHREND CINE CORP.—BEHREND RENTAL 
CORP. 
161 E. Grand Ave., Chicago 11, MI 2-2281 
Jack Behrend, p 
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BYRON MOTION PICTURES, INC. 


1226 Wisconsin Ave., N. W., Washington 7, 
FE 3-4000 
Byron Roudabousch, p 
* a EAST COAST PRODUCTION, EDITORIAL & 
F F TECHNICAL SERV., INC, 


45 W. 45th St., N. Y. 36, CI 6-2145-6 
Joe Josephson, p. 

14 YEARS OF SERVICE TO LEADING TELE- 

VISION AND INDUSTRIAL FILM PRODUCERS. 


FILM EDITING CO. 

6 E. 46th St., N. Y. 17, OX 7-4439 
SKILLED EDITORS. 
EXTENSIVE AND COMPLETE FACILITIES FOR 


Anthony Ciccolini, p. 

J. F. FILM AND SOUND SERVICE 
45 W. 45th St., N. Y. 36, CI 6-4030 
Josef Filipowic, p. 

KENCO FILMS, INC. 

621 W. S4th St., N. ¥Y. 19, PL 7-8466 





Ken Cofod, p. 
PRODUCTION. KOSTER FILM FACILITIES, INC. 
ASK TO SEE SAMPLES OF OUR WORK. 1017 New Jersey Ave., S. E., Washington 3, 


LI 4-4410 
William Koster, p. 


45 WEST 45 ST. NEWYORK 36, N.Y. OL B-4Q3D) ser vesrretinos, 


354 W. 45th St., N. ¥. 36, PL 7-2271 
J. Lencina. 














FIMA NOVECK PRODUCTIONS 

619 W. S4th St., N. Y. 19, PL 7-3138 
Fima Noveck. 

DAVID POLLACK 

630 Ninth Ave., N. Y., 36, CI 5-2130 
David Pollack. 

PREFERRED FILM SERVICE, INC. 

2 W. 45th St., N. Y. 36, MU 2-0331 

Philip Larschan, p. 


PROJECTED FILM EDITING SERVICE, INC. 
1600 Broadway, N. Y. 19, LT 1-1030 
Bert Feldman, p; Dick Cohen, sec 


ROSS-GAFFNEY, INC. 

21 W. 46th St., N. Y. 36, JU 2-3744 

James Gaffney, vp 

DANNY ROUZER STUDIO 

7022 Melrose Ave., Hollywood 38, WE 6-2494 
Danny Rouzer, o 

STAHL EDITING & TITLING SERVICE 

33 W. 42nd St., N. Y. 36, PE 6-9517 

Miss W. E. Stahl 

TECHNICAL PRODUCTION SERVICES 


agency executives NOW AVAILABLE 


6%" & 8” VIDEO TAPE REELS 


than any publication oF 
high impact 


in the field PLASTIC 


EACH PACKED IN FLIP TYPE CARTON+48 

TO A MASTER CARTON AND EACH REEL 

MADE IN ACCORDANCE WITH NAB AND 

PROPOSED SMPTE STANDARDS 

SAVE MONEY ON REEL & SHIPPING COSTS 
PRICES UNIT COST 

eo VTP-65 (642") VIP-8 (8”) 


: (ayy : 
CAMART DUAL ) - 2 


MA 








SOUND EDITOR 96—240 2.10 2.35 
u 241480 1.95 2.20 
Model SB-111 481—720 1.80 2.05 
721—960 1.75 2.00 


Complete with optical sound re- 
production head (lor choice of 
magnetic soundhead) base plate, 
oamplifier-speaker. For single or 
double system sound. An unbeat- 


LARGER QUANTITY PRICE BREAKS 
ON REQUEST 


IMMEDIATE DELIVERY FROM STOCK 











He 
able combination with Zeiss 
Moviscop 16mm precision viewer, - HOLLYWOOD FILM COMPANY 
sharp brilliant 2% x 3% picture. designers and manufacturers of film and 
video tape editing equipment 
The Camera Mart, Inc. Zeiss Moviscop Viewer $89.50 ; 956 N. SEWARD ST. ah i © 
Camart Dual Reader $195.00 HOLLYWOOD, CALIFORNIA HO 2-3284 

1845 Broadway New York 23, N. Y. 524 W. 43RD ST 

Plaza 7-6977 Comb. Viewer Reader $269.50 : : 


NEW YORK CITY, NEW YORK LO 3-1546 
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and 


246 


245 W. SSth St., N. ¥. 19, JU 6-7296 
Dan Nemeth. 

TELE-CRAFT FILM EDITING SERVICE, INC. 
630 Ninth Ave., N. ¥Y. 36, CI 5-4909 

Max Seligman. 

UNIVERSAL RECORDERS 

6757 Hollywood Blvd., Hollywood, HO 9-8282 
Arnold Daly, sis mgr. 

FREDERICK F. WATSON, INC. 

202 E. 44th St., N. ¥. 17, MU 2-2780 

Allan A. Armour, asst to vp. 


EQUIPMENT & SUPPLIES: 


ANIMATION PHOTOGRAPHY SERVICE 

1550 Crossroads of the World, Hollywood 28, 
HO 4-4321 

Tom Cross, mgr 

ANIMATION STAND, INC. 

2 W. 46th St., N. Y. 36, JU 6-2228 

Ed Wyckoff 

BACH AURICON, INC (CAMERA & TAPF) 

938 N. Mansfield, Hollywood 38 

Walter Bach, p; J. Somers, yp sis 

E. J. BARNES & CO., INC. (PROJECTION) 

480 Lexington Ave., N. Y., YU 6-8400 

E. J. Barnes 


BEHREND CINE CORP. — BEHREND CINE 


RENTAL CORP. 

161 E. Grand Ave., Chicago 11, MI 2-2281 

Jaok Behrend, p 

BIRNS & SAWYER CINE EQUIPMENT CO. 

6424 Santa Monica Bvd., Hollywood 38, HO 
4-5166 

Jack Birns, p; Marvin Stern, rental mgr. 

S. W. CALDWELL, LTD. 

447 Jarvis St., Toronto, Ont., WA 2-2103 

Sydney Banks, vp prodn. 

CAMERA EQUIPMENT CO., INC. 
SALES) 

315 W. 43rd St., N. Y. 36, JU 6-1420 

Eugene H. Levy, ¢ mer. 

THE CAMERA MART, INC. 

1845 Broadway, N. Y. 23, PL 7-6977 

Samuel Hyman, mgr. 

CHAPMAN STUDIO EQUIPMENT CoO. 

12950 Raymer St., N. Hollywood, TR 7-5309 

Leonard Chapman, rental sup 


(RENTAL & 


HO 44321 





animation 
photography 





service 





Three animation cameras 
with experienced operators 


always at your service. 


16550 CROSSROADS 
OF THE WORLD 
Hollywood 28, California 


SOOO SSSESSHSEEHSEEEEEEESEEEEEEEEEEEHEEEEEEESEEESESESEEEEEEESEEESE SESE EEEEEOEE 


SESSSSSSSSEESHEEHSESEESEHSESEEESESESESEHESESESEHEESEESESESSEEESESESEESESEEEESESEEEEEED 


SPSS SESSEEESESEESESESESESES 


CINE 60 MOTION PICTURE EQUIPMENT 


630 Ninth Ave., N. Y. 36, JU 6-8782 

Paul Wildum. 

JOHN P. FILBERT CO., INC. 

2007 S. Vermont Ave., Les Angeles 7, 
RE 4-1195 


Spero Ll. Kontos, sls mgr. 
FLORMAN & BABB, INC. (RENTAL & SALES) 
68 W. 45th St., N. Y. 36, MU 2-2928 


Arthur Florman, p; 


Charles Lipow, asst « mgr 


JACK A. FROST 


234 


Piquette, Detroit 2, Mich., TR 3-8030 


Branch Office: 
6 Shawbridge, Toronto, Canada, BE 2-1145 
GORDON ENTERPRISES (LIGHTING) 


5362 N. Cahuenga Bilvd., N. 


Hollywood, 


PO 6-3725 
K. P. Knipe, sls mgr. 
CGRIP-RITE RENTALS 


140 N. Victory 
Vv 


Alex 


Bivd., Burbank, Calif., 
I 9.1614 


K. Hume. o 


HARWALD CO., INC, (CAMERA) 


1245 Chieage Ave., Evanston, Il!., DA 8-7075 





Sam Caldwell, east & central mgr; Ray Short, west 


mgr. 

HOLLYWOOD CAMERA EXCHANGE 

1600 N. Cahuenga Bivd., 
HO 9-3651 

Clifton Thomas, p. 

HOLLYWOOD FILM CO. (EDITING) 

956 Seward St., Hollywood 38, HO 2-3284 

Warren Strang, sis mgr. 

Branch Office: 

524 W. 43rd St., N. ¥. 36, LO 3-1546 

Sheldon Kaplan, mgr. 

HOLLYWODD SCENE DOCK (CRIP) 


Hollywood 28, 


6474 Santa Monica Blvd., Hollywood, HO 7- 


0034 
K. D. Clardy, p. 
HYTEN CO. (SOUND) 
1008 W. Oak St., Burbank, Calif.. VI 99-2858 
Gordon Edwards, eng mer. 
KLIEGAL BROS. LIGHTING 
321 W. 50th St., N. Y. 19, CO 5-0130 
H. More, mgr tv dept. 


NAIL DOWN YOUR PROFITS! 


























Cameras: }6mm & 35mm—Sound 
(Single sd Double System)—Silent 





Lighting: Arcs—incandescents 
—S pots—Floods—Dimmers— 
Reflectors—All Lighting Accessories 


Generators: Portable—Truck 
Mounted 






Sound Equipment: Magnetic— 
Optical—Mikes—Booms 


Grip Equipment: Paraliels— 
Goboes—Other Grip accessories 


Cranes, Dollies: Crab—Western— 
Portable Panoram 


Lenses: Wide angle—Zoom—Tele- 
photo—Anamorphic 





Editing Equipment: Moviolas 
—Viewers—Splicers—Rewinders 


Projection Equipment: |6mm & 
35mm—Sound & Silent—Slide— 
Continuous 


Television: Closed Circuit TV 





Camera Cars: 


*CECO—Trademark of Camera 
Equipment CO. 


Why be equipment-rich, but profits 
poor? If your main concern is mak- 
ing money, investigate full-service 
leasing from CECO. Some of Amer- 
ica’s largest corporations have such 
arrangements with us. Renting your 
cameras, lights, sound recorders and 


(; AITIERA 
Sell] Tia Ome 


Weo4 
14 


in Hialeah, Florida: 


FROM 





CAMERAS >: LIGHTS 


ACCESSORIES 





accessories puts the problem of 
maintenance where it belongs—in 
the hands of factory-trained experts. 
Your accountant will explain the 
savings of renting versus buying. 
Want to talk about it? Call JUdson 
6-1420. Today! 


ies © Ff Ff fF Ff FF FF 
Camera Equipment Co., Inc. 
Dept. C- 14, 315 W. 43rd St., N. Y. 36, N. Y | 
Gentlemen: Please rush me your FREE complete 
catalogue of Rental Equipment. 


ID csccnscusnctaieinsaieatainiiomiagsenstil Zone State 
| os © FF Ff Ff Ff Ff FF 
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Ediola Action Viewer 
and Sound Reader 


The most advanced Professional |46mm Action 
Viewer embodying many new advantages not 
found in comparable Viewers anywhere near 
these prices. 

@ BIG, CLEAR IMAGE, 3" x 4°" — remains sharp 
whether film is moving or stopped. Picture 
always in perfect focus. 

No excess heat on film even when still. 

Can be synchronized with Sound Readers. 
Individual Framing and Focusing Controls. 
Operates in conventional manner — left to right. 
Open gate threading. Flip-up design allows 
cueing right on the film—no frame loss. 

$.0.S. Ediola Sr. Pro-16 Action Viewer Model M 


(left to right) ...........+-2+5- $135.00 
$.0.S. Ediole Sr. Pro-16 Action Viewer Model MRL 
(right to left) ............0000- $195.00 
Mode! MA Pro-8 Viewer ..........-+-+- $ 99.50 


Write for illustrated brochure 


S. 0, $. PHOTO-CINE-OPTICS, Inc. 
formerly §, 0. $. CINEMA SUPPLY CORP, 


Dept. N, 602 W. 52nd St., N.Y. 19—PLaza 7-0440 | 1 ' 
Western Branch: 633! Holly'd Blvd., Holly'd, Calif. | William B. Gullette; Mort Hartung. 


LLOYD'S CAMERA EXCHANGE 

1612 N. Cahuenga Bilvd., 
HO 17-7956 

Lioyd A. Berman, 0. 

LOS ANGELES STAGE LIGHTING CO., LTD. 

1451 Venice Blvd., Los Angeles 6, DU 4-1241 

Cc. Chas Stevens, p. 

J. G. McALISTER, INC., (LIGHTING & CAM- 
ERA) 

P. O. Box 38368, 1117 N. MeCadden PI., 
Hollywood 38, HO 3-3253 

K. D. Clardy, sls mgr. 

Rental Office: 

5420 Sierra Vista, Hollywood 38, HO 9-5317 

Walter Clinger, sls mgr. 

METROPOLITAN ELECTRIC MFG. CO. (LIGHT- 
ING) 

2250 Steinway St., L. I. City 5, N. Y. AS 8-3200 

Charles Shevlin, div sls mgr. 

MITCHELL-VINTEN, INC. (CRANES & TRIPODS) 

521 Fifth Ave., N. Y. 17, OX 7-0227 

Charles Austin, tech rep 

Branch Office: 

666 W. Harvard St., Glendale 4, Calif., CH 
5-1085 

J. D. McCall, p. 

MOVIOLA MFG. CO. (EDITING & D@LLIES) 

1451 Gordon St., Hollywood, HO 7-3178 

George Kendall, sls mer. 

NATIONAL CINE EQUIPMENT, INC. 

209 W. 48th St., N. Y. 36, CI 6-0348-9 

John Clemens; E. G. Harwood. 


Hellyweod 28, 


PICTRONICS CORP. 
236E E. 46th St., N. ¥. 17, YU 6-3713 
Marty Bahn; Howard Ryder; Clifford Van Praag 


PLASTIC REEL & CORE CO., INC. 
520 Fifth Ave., N. Y¥. 36, LI 4-0167 
Walter Elterman, vp sis. 


PRECISION CINE EQUIPMENT CORP. LAB- 
ORATORIES DIV. (EDITING) 

1037 Utiea Ave., Brooklyn 3, N. Y., DI 6-7157 

Irwin R. Sheldon, p. 


PREVIEW THEATRE, INC. 
1600 Broadway, N. Y. 19, CI 6-0865 








Va 


and the New 


call Telescript. 





Robert Saudek Productions 
take their cue from... 


TELESCRIPT 


Robert Saudek, producer of such highly regarded 
shows as “Omnibus” and the “Leonard Bernstein 
York Philharmonic” 
selected Telescript exclusively for prompting equip- 
ment. There must be a good reason 
Telescript is more dependable, 
facilities and costs less initially. 


In your next film or TV show take your cue and 


~ 


programs has 


. . there is. 
has better service 








ASK THE PEOPLE WHO USE... 


PELESCRIPT 


TELESCRIPT 


P) FIRSTIN 
PROMPTING : 





NEW YORK - LOS ANGELES 
155 WEST 72nd STREET + NEW YORK 23, N.Y. * SU 7-8111 
832 N. LA BREA AVENUE « LOS ANGELES, CALIF. + HO. 9-7287 
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RELIANCE SERVICE CO. (REPAIR) 
236 W. SSth St., N. ¥. 19, JU 6-2347 
C. Nerwinski. 

CHARLES ROSS, INC. 

333 W. S2nd St., N. ¥. 19, Cl 6-5470 
William Lennard; Esther Turner, sec-treas 


STANCIL-HOFFMAN CORP. (SOUND) 


845 N. Highland = Ave., 
HO 4-7461 

William V. Stancil, p. 

8. O. S. PHOTO-CINE-OPTICS, INC. 
& SALES) 

602 W. S2nd St., N. Y. 19, PL 7-0440 

Ollie Cain, sls prom mer. 

Branch Office: 

6331 Hollywood 
HO 7-2124 

TELEPROMPTER CORP. (PROMPTING) 

311 W. 43rd St., N. Y. 36, JU 2-3800 

E. J. Spiro, d prodn serv. 

TELESCRIPT-CSP, INC. (PROMPTING) 

155 W. 72nd St., SU 7-8111 

Bob Swanson; Peter Jackson 

TELEVISION ZOOMAR CO. (LENSES) 

500 Fifth Ave., N. Y. 36, BR 9-5835 

Bill Pegler, sls mer. 

VISUAL ELECTRONICS CORP 

356 W. 40th St., N. Y. 18, PE 6-5840 

James B, Tharpe, p. 

FREDERICK F. WATSON, INC. 

202 E. 44th St., N. Y. 17, MU 2-2780 

Allan A. Armour, asst to vp. 

WESTREX CORP. (SOUND) 

6601 Romaine St., Hollywood 38, HO 7-1171 

T. L. Jacobsen, sup. 

THE WHOLESALE SUPPLY CO. (CHEMICAL) 

6500 Santa Monica Blvd., P. O. Box 38337, 
Vine St. Sta., HO 7-4194 

A. E. Cully, sls mgr. 


FILM LABS: 


Hollywood 38, 


(RENTAL 


Bivd., Hollywood 28, 


ACME FILM LABORATORIES, INC. 
1161 N. Highland Ave., Los Angeles, HO 4-7471 
Mel Sawelson. 


ARTA LABORATORY, INC. 
723 Seventh Ave., N. Y., JU 6-7496 


Since 1921... 


has 
been 
a 


leader 


WWees 


LGy ys EQUIPMENT 


Se ae 


7 ~ 


~o 


wiligt igs ~ 
RATOR TRUCKS 


LARGEST SUPPLIERS OF 
MOTION PICTURE, TV AND 
INDUSTRIAL PHOTOGRAPHIC 


EQUIPMENT IN THE EAST 


SALES - RENTALS - SERVICE 


333 Wes! 52nd Street. New York City, Circle 6-5470 











a new concept in audio visual services 


ICTRONICS 


brings you the first 
audio-visual engineering 
& equipment center 


THE FACILITIES...THE EQUIPMENT...THE “KNOW-HOW” 
TO SERVE 
PRODUCERS...TV STATIONS...AGENCIES 


¢ Portable Optical / Magnetic Telecine Projectors 


sale ¢ Mobile Telecine Film Chains 
e Mirror Multiplexers 


rental ¢ Double System 35mm Film Projectors 


le ase ¢ Professional Audio Recording Equipment 


Crown, Magnasync, Fairchild 


¢ Motion Picture Cameras 


Call... Write... (or better yet) Visit our Beautiful New 
> AUDIO-VISUAL ENGINEERING & EQUIPMENT CENTER 
ICTRONICS & TION 236A East 46th Street, New York City 17 


YU 6-3713 
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Harold Stroud, mgr. 

ASSOCIATED SCREEN INDUSTRIES, LTD. 

2000 Northeliffe Ave., Montreal, Que., 
HU 4-1186 

James Weatherby, sls mgr. 

BEBELL & BEBELL COLOR LABORATORIES 

108 W. 24th St., N. Y. 11, WA 4-8573 

Norman Lars Bebell, p 

BYRON MOTION PICTURES, INC, 

1226 Wisconsin Ave., N.W., Washington 7, 
FE 3-4000 

Byren Roudabousch, p 

CANADIAN FILM INDUSTRIES CO., LTD. 

310 Lakeshore Rd., Teronte 14, Ont., CL 
5-2351 

Arthur Gottlieb, p. 

CINEQUE COLORTILM LABS (SLIDES & FILM 
STRIPS) 

424 E. 89th St., N. ¥. 28, SA 2-5831 

Sam Marcus. 

CONSOLIDATED FILM INDUSTRIES 

959 Seward St., Heywood 38, HO 9-1441, 
2-0881 

Sidney P. Solow, vp & g mgr; Jack M. Goetz, sls. 

CONSOLIDATED FILM INDUSTRIES DIV. OF 
REPUBLIC CORP. 

521 W. S7th St., N. ¥. 19, Cl 6-0210 

Burton Stone, g mgr. 

CRE-ART PHOTO LABS, INC. 

1438 N. Gower, Hollywood 28, HO 2-5815 

Ed Saylan; Les Vaughn, foreman. 

CRITERION FILM LABS, INC. 

33 W. 60th St., N. Y. 23, CO 5-2180 

Irving Schecter, sls mgr. 

DELUXE LABORATORIES, INC, 

850 10th Ave., N. Y. 19, CI 7-3220 

Irwin B. Freedman, asst to p. 

DU ART FILM LABORATORIES, INC.—TRI 
ART COLOR CORP. 

245 W. S5th St., N. Y. 19, PL 7-4580 

L. Feldman, vp sis 

FILM EFFECTS OF HOLLYWOOD, INC. 

1153 N. Highland Ave., Hollywood 38, 
9.5808 

Linwood Dunn, p; Don Weed, g mer. 

FILM LABORATORIES OF CANADA, LTD. 

310 Lakeshore Rd., Toronto 14, Ont., CL 5-2351 

Arthur Gottlieb, p 


WE TAKE THE WORRY OUT OF HURRY! 
Service PDQ... same-day service . . . expert, 
efficient service... That's what you get with 
NATIONAL on the job...your job. Slides 
(color & b/w)—Hot press—Flip cards—Telops— 
Crawls—ID file—Rp’s—Enlargements 

Write for Free brochure 


(er NATIONAL STUDIOS 
N@) 42 W. 48 St. « N.Y. 36 © JU 2-1926 
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FILM SERVICES, INC. 

113-19 W. Hubbard St., Chicago 10, 644-0735 

L. Hanchek, p. 

GENERAL FILM LABORATORIES 

1546 N. Argyle Ave., Hollywood 28, HO 2-6171 

Neal Keehn, vp chg sls. 

HOLLYWOOD FILM ENTERPRISES, INC. 

6060 Sunset Blvd., Hollywood 28 

T. H. Emmett, sec. 

HOUSTON COLOR FILM LABORATORIES, INC. 

230 W. Olive Ave., Burbank, Calif., TH 2-81388, 
VI 9-4627 

K. B. Elliot, vp & g mgr. 

K & L COLOR SERVICE, INC. 

10 E. 46th St., N. Y. 17, MU 7-2595 

Ken Lieberman, vp. 

KOSTER FILM FACILITIES, INC 

1017 New Jersey Ave., S. E., Washington 3, 
Li 4-4410 

William Koster, p 

LAB-TV 

723 Seventh Ave., N. Y. 19, JU 6-2293 

Ken Williams, lab mgr. 

MANHATTAN COLOR LABORATORY, INC, 

210 W. 65th St., N. Y., 23, TR-3-1919 

Selwyn Robbins, p. 

MECCA FILM LABORATORIES 

630 Ninth Ave., N. Y. 36, CO 5-7676 

Walter Lynch 

MODERNAGE PHOTOGRAPHIC SERVICE, INC. 

319 E. 44th St., N. Y. 17, LE 2-4051 

Len Spiegel, sis mgr. 

MOVIELAB FILM LABS, INC, 

619 W. 54th St., N. ¥. 19, JU 6-0360 

Ben Bloom, vp sls 

NATIONAL CINE LABORATORIES 

2006 Powhatan Rd., Hyattsville, Md., HA 2-4333 

ob Miller 

NATIONAL STUDIOS 

42 W. 48th St., N. Y. 36, JU 2-1926 

Sonny Rosenberg 

NORTHERN MOTION PICTURE 
TORIES, LTD. 

10 Dell Park Ave., Toronto 19, Ont., RU 1-6603 

S. Clemson, sis mgr. 

PHOTO LAB, INC, 

3825 Georgia Ave., N. Ww. 
RA 6-2814 

Walter W. Hicks, p 

RUSSELL-BARTON FILM CO. 

4853 Waller St., Jacksonville 5, Fla., EV 9-0331 

Donald E. Barton. 

SOUTHWEST FILM LABORATORY, INC, 

3024 Ft. Worth Ave., Dallas 11, Tex., FE 1-8347 

Jack A. Hopper, vp; Norman E. C. Naill, prodn serv 

mer 

SWIFT MOTION PICTURE LABORATORIES, 
INC, 

1183 University Ave., N. Y. 52, CY 3-2400 

W. G. Snowden, p. 

TRANS-WORLD FILM LABORATORIES, LTD. 

4824 Cote des Neiges Rd., Montreal 26, Que., 
RE 3-7181 

A. Prefontaine, g mgr. 

UNITED FILM LABORATORIES, INC. 

6314 Santa Monica Blvd., Hollywood 38, HO 
3-3350 

Gerald Brodersen, optng mgr. 

VIDEO FILM LABORATORIES 

350 W. 50th St., N. ¥. 19, JU 6-7196 


LABORA- 


Washington, 


FILM RAW & PRINT STOCK: 


ALLIED FILM LIBRARIES 


1426 N. Beachwood Dr., Hollywood 28, 


HO 7-7715 

Gail Hamilton, libr. 

E. I. DUPONT DE NEMOURS & CO., INC, 

Wilmington 98, Del. 

H. T. Harding, motion pic mgr. 

Branch Offices: 

4560 Touhy Ave., Chicage 46, OR 5-5500 

D. F. Jones. 

7051 Santa Monica Blvd., Los Angeles 38, HO 
9-5147 

J. W. DuVall 

248 W. 18th St., N. ¥. 11, WA 4-3100 

J. T. Dougherty. 

DUPONT OF CANADA, LTD. 

85 Eglinton Ave., E., Toronto, Ont. 

K. H. Houtz. 

W. J. GERMAN, INC, 

Jane St., Fort Lee, N. J., LO 5-5978 

Branch Offices: 

6040 N. Pulaski Rd., Chicago 46, IR 8-4064 

6677 Santa Monica Blvd., Hollywood 38, 
HO 4-6131 

GEVAERT CO OF AMERICA, INC. 

321 W. S4th St., N. Y¥. 19, JU 6-2770 

E. J. Drexler, sls mgr. 


FILM REPAIRS & RESTORATION: 


BEKINS FILM SERVICE CTR. 

1025 N. Highland Ave., Hollywood 38, HO 9- 
8181 

N. C. Muskey, mgr. 

FILMKARE PRODUCTS CO. (SUPPPLIES) 

446 W. 43rd St., N. Y¥. 36, LO 4-1886 

L. H. Fleck 

NEW YORK HYPO & SILVER REFINING CO. 

473 Seott Ave., Brooklyn 22, N. Y., ST 2-4988 

Max Gilgoff, part 

NICHOLSON PRODUCTS CO. 
PRESERVATIVE) 

3403 Cahuenga Blvd., Los Angeles 28, HO 7-1712 

J. B. Nicholson 

PEERLESS FILM PROCESSING CORP. 

165 W. 46th St., N. Y. 36, PL 7-3630 

Raoul J. Menendez, sls mgr; Stanley Cohen, optns 

gr. 

Branch Office: 

959 Seward St., Hollywood 38, HO 7-9223 

Victor C. Krupa, vp. 


(CLEANER & 











THE ONLY 
GUARANTEED 


FILM SCRATCH 
REMOVAL SERVICE! 


Guaranteed RAPIDWELD process restores used, 
worn film, removes scratches — RAPIDTREAT 
protects new film. 

Add hundreds of showings to any film! Cut costs 
drastically! 

See how Rapid's unusual low cost saves thousands 
of film dollars for top-name clients—and precious 
hundreds for smaller accounts. Send for VALU- 
ABLE informative booklet ON FILM CARE. 


“The Film Doctors” 


apid FILM TECHNIQUE, INC. 


37-02 27th St., Long Island City 1, N. Y. 
**New Life For Old Film 
Long Life For New Film’’ 








Reprints of this 
Commercial 


Producers 


Directory 


are available 


at $1 a copy 


Address orders to 


Readers Service, 


TELEVISION AGE 


1270 Avenue of The Americas 


New York 20, N. Y. 














in the east... it’s 


MOVIELAB 


for 




















tale 
ite 


MOViEL: 








MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING, 619 W. 54th ST. 
NEW YORK 19, N.Y. JUDSON 6-0360 


* 


ome ¢ ping ar g @registrat n printing © plus complete black and 
white facilities sachin oultient rooms, ;, storage rooms ond the finest screening facilities in the east. 





















Laboratories Throughout the World prefer: 


GEVAERT RELEASE POSITIVE 


FINE GRAIN FILM 


Gevaert Positive Fine Grain, Type 561, world-renowned for its superb gradation, extremely 
fine grain, faithful reproduction, consistent print-after-print quality. 


Preferred by leading labs the world over, for general release printing, as well as for titles, etc. 
Available in 16mm and 35mm, standard lengths, windings and perforations. 


Write for Lab Samples, Specification Sheets and Price List 


THE GEVAERT COMPANY OF AMERICA, INC. 
321 West 54th Street, New York 19, N. Y. 


District Offices: Lincolnwood (Chicago), Ill. « Los Angeles 
. Dallas ¢ Denver * San Francisco « Atlanta 
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PERMAFILM, INC. 

723 Seventh Ave., N. Y. 19, CI 6-0130 

Paul N. Robins, p. 

PERMAFILM OF CALIFORNIA, INC. 

7264 Melrose Ave., Los Angeles 46, WE 3-8245 

Sol J. Cohen, sec-treas. 

RAPID FILM TECHNIQUE, INC. 

37-02 27th St., L. I. City 1, N. Y., ST 6-4600- 
1-2-3 

Jack Bernard, p. 

VACUUMATE CORP. 

446 W. 43rd St., N. Y¥. 36, LO 4-1886 

L. H. Fleck, p. 


FILM STORAGE & DISTRIBUTION: 


AFP DISTRIBUTORS, INC. 

1600 Broadway, N. Y. 19, PL 7-5915 

Robert Gross, p. 

ASSOCIATION FILMS, INC, 

347 Madison Ave., N. Y. 17, MU 5-2242 

Robert. Finehout, vp. 

BEKINS FILM SERVICE CTR. 

1025 N. Highland Ave., Hollywood 38, HO 9. 
8181 

N. C. Muskey, mer. 

BONDED TV FILM SERVICE 

630 Ninth Ave., N. Y¥. 36, JU 6-1030 

Wade Barnes, vp chg sis. 

Branch Offices: 

160 E. Illinois, Chicago 

443 Jarvis St., Toronto, Ont. 

EAST COAST PRODUCTION, EDITORIAL & 
TECHNICAL SERV., INC, 

45 W. 45th St., N. Y. 36, Cl 6-2145-6 

Joe Josephson, p. 

PAUL'S FILM SERVICE 

10th FI., 521 W. S7th St., N. Y. 19, JU 2-5131 

Paul Polishuk, o. 

PEERLESS FILM PROCESSING CORP. 

165 W. 46th ST., N. Y. 36, PL 7-3630 

Raoul J. Menendez, sls mgr; Stanley Cohen, optns 

mgr. 

Branch Office: " 

959 Seward St., Hollywood 38, HO 7-9223 

Victor C. Krupa, vp. 

JOHN G. STRATFORD FILM CORP. 

250 W. S7th St., N. Y¥. 19, JU 6-7390 

John G. Stratford, p. 

SWIFT MOTION PICTURE LABORATORIES, 
INC, 

1183 University Ave., N. Y. 52, CY 3-2400 

W. G. Snowden, p. 

TAPE-FILMS, INC, 

Rt. 3 at Eighth St., Secaucus, N. J., UN 4-0711 

Roy C. Lindau, sls mgr. 

TELEPRINT, INC. 

630 Ninth Ave., N. Y. 36, PL 7-8936 

Russ Kone, mgr. 

TRIM TELEFILM SERVICE CORP. 

619 W. S4th St., N. Y. 19, CO 5-4011 

Art Cofod, p; Denny De Sio, vp. 

VIDEO VIEW DEPT. OF GENERAL FILM 
LABORATORIES 

1546 N. Argyle, Hollywood 28, HO 3-4179 

Bradley Kemp, mer. 


GUILDS & UNIONS: 


AMERICAN GUILD OF MUSICAL ARTISTS 
(AFL-CIO) 

1841 Broadway, N. Y. 23, CO 5-3687 

Hy Faine, natl exec sec. 

DIRECTORS GUILD OF AMERICA, INC. 

114 E. S2nd St., N. Y. 22, PL 9-8215 

Newman H. Burnett, exec sec. 

NABET, LOCAL #531 AFC 


Can BONDED provide a bet- 
ter shipping service for TV 


syndicators? 


Yes, BONDED provides night- 
time and weekend service and 
maintains Teletype connec- 
tions to all cities. 


6223 Selma, Hollywood, HO 5-9102 





E Martin, p; Syd Rose, regional d. 


INSURANCE: 


JEROME J. COHEN, INC. 

225 W. 34th St., N. Y. 1, CH 4-3127 
Jerry Cohen; Ron Cohen. 

SAUL KORNREICH & SONS, INC. 

116 John St., N. Y. 38, BE 3-3973 

Matthew R. Kornreich. 

STANDARD ACTUARIAL WARRANTY CO. 
220 W. 42nd St., N. Y. 36, LO 5-5990 
Mark Royce, part. 


MAKE-UP: 


VINCENT J-R KEHOE ENTERPRISES 

115 E. 78th St., N. Y. 21, RE 7-0485 
MEHRON, INC. 

150 W. 46th St., N. Y. 36, CO 5-4496 
MERCURY SUPPLY CO. 

337 S. Western Ave., Los Angeles 5, DU 3-1321 
Edward Nave; Sig Frends. 


MUSIC LIBRARIES & SOUND 
EFFECTS: 


ALLIED FILM LIBRARIES 

1426 N. Beachwood Dr., Hellywood 28, 
HO 7-7715 

Gail Hamilton, libr. 

AUDIO EFFECTS CO. 

1600 N. Western Ave., Les Angeles 27, 
HO 9-3692 

Rod Sutton, Bud Tollefson, parts. 

CAPITOL RECORDS—LIBRARY SERVICES 

Hollywood & Vine, Hollywood, HO 2-6252 

William Loose, sup. 

CORELLI-JACOBS FILM MUSIC, INC. 

723 Seventh Ave., N. Y. 19, JU 6-6673 

Fred Jacobs, p. 

FILM EFFECTS OF HOLLYWOOD, INC. 

1153 N. Highland Ave., Los Angeles 38, HO 9- 
5808 

Linwood Dunn, p; Don Weed, ¢ mer. 

FILMSOUNDS, INC. 

128 E. 4ist St., N. Y. 17, LE 2-9020 

Norman Kasow. 

J. F. FILM AND SOUND SERVICE 

45 W. 45th St., N. Y. 36, CI 6-4030 

Josef Filipowic, p. 

MUSIFEX, INC. 

45 W. 45th St., N. Y. 36, CI 6-4061 

E. Robert Velazco. 


musifex co 


45 w. 45 st. m.y.c. 


background music 
musical commercials 


sound effects 























BONDED 
TV FILM 
SERVICE 


NEW YORK NS 
CHICAGO 

LOS ANGELES 
TORONTO 

A Division of 

NOVO INDUSTRIAL CORP. 


















REEL NEWS 
FOR 
FILM MEN! 









Certified Storage 
for 500,000,000 feet at 











BEKINS 
FILM SERVICE CENTER 





e Easy access! 
e Complete records! 
e Prompt delivery anywhere! 


Services provided include 


Distribution 
Inspection 
Grading & Cleaning 
Repairing & Rejuvenation 
Scratch Removal 
Protective Coating 
Editing 
Commercial Insertion 
Storage 


Call Bekins today 
for Certified Service! 


BEKINS 
FILM SERVICE CENTER 


1025 N. Highland « Hollywood 38 
HO 9-8181 





_ Se, aera 
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MUSIC FOR FILMS, INC. 
33 W. 60th St. N. Y. 23, Cl 7-3577 
Lou Turehen; Hy Fuchs. 
ROSS-GAFFNEY, INC. 

45 W. 45th St., N. ¥. 36, JU 2-3744 
James Gaffney, vp. 

THOMAS J. VALENTINO, INC. 

150 W. 46th St., N. Y. 36, CI 6-4675 
T. J. Valentino. 


OPTICAL EFFECTS: 


AMERICAN TELEVISION ENTERPRISES 

7324 Santa Menica Blvd., Los Angeles, OL 
4-9370 

K. B. Urheim, prodn mgr 

ANIMATION STAND, INC. 

2 W. 46th St., N. ¥. 36, JU 6-2228 

Ed Wyckoff. 

C&G FILM EFFECTS, INC. 

1600 Broadway, N. Y. 19, BU 7-2098 

Hugo A. Casolaro, p. 

CINEFFECTS, INC. 

11S W. 45th St., N. ¥. 36, CI 6-0951 

Nathan Sobel, p; Isaac Hecht, treas. 

CINEMA RESEARCH CORP. 

716 N. LaBrea Ave., Hollywood 38, WE 3-9301 

H. A. Scheib, p. 

CONSOLIDATED FILM INDUSTRIES 

959 Seward St., Hollywood 38, HO 9-1441, 
2-0881 

Sidney P. Solow, vp & g mgr; Jack M. Goetz, sls. 

COASTAL FILM SERVICE INC, 

321 W. 44th St., N. Y. 36, JU 2-7780 

Manuel Casiano, p; Ray Seti, art « 

EASTERN EFFECTS, INC. 

333 W. S2nd St., N. Y. 19, CI 5-5280 

Max Levy, sls mgr 

FILM OPTICALS, INC. 

421 W. S4th St., N. ¥. 19, PL 7-7170 

Leon Levy. 

K & W FILM SERVICE CORP. 

1657 Broadway, N. Y. 19, CI 5-8080-1-2 

Norman Witlen, p; Ralph Koch, vp. 

L & L ANIMATION, INC. 

16 W. 46th St., N. Y¥. 36, CI 5-7471 

Larry Lippman; Iry. Levine; Chris Grodewald 

JOHN LEWIS FILM SERVICE, INC. 





when you 
can get 


everything 
you need 
from the 
R/G 
music 
library! 


sp The finest in 
library music 
from a 
shepherds 
flute to a full 
symphony 
orchestra... 
from Basin 
Street to 
Beethoven 
... and with 
R/G’s special 
talents your 
selections can 
be edited to 
give that 
“original” 
score! 





Write, wire, or call 


ROSS-GAFFNEY inc. 


21 West 46 St., New York 36,N.Y. 
JUdson 2-3744 
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619 W. S4th St., N. Y¥. 19, JU 2-3922 

John H. Lewis, p. 

JACK LIEB PRODUCTIONS 

1230 W. Washington Blvd., Chicage 7, CH 
3-2600 

Jack H. Lieb, p; Warren H. Lieb, vp 

RAY MERCER & CO. 

4241 Nermal Ave., Los Angeles 29, NO 3-9331 

Ray Mercer, g part & mgr. 

MODERN FILM EFFECTS 

7355 Santa Monica Blvd., Hollywood 46, HO 
3-2334 

Daniel Genis, Jack Kerrigan, parts. 

WM. L. NEMETH STUDIOS 

45 W. 45th St., N. Y. 36, CI 7-1676 

Wm. L. Nemeth, o. 

STUDIO FILM SERVICE 

7324 Santa Monica Blvd., Hollywood 46, 
HO 4-3658 

Louis DeWitt, p; Robert Kinoshita, vp; Kenneth 

Urheim, prodm mgr; Jim Liles, plant mgr. 

TRI-PIX FILM SERVICE, INC. 

1604 Broadway, N. Y. 19, JU 2-0650 

Guy Varrichio, p. 

VIDEART, INC. 

480 Lexington Ave., N. ¥. 17, MU 2-2363-4 

Joe Zuckerman, p 

WESTHEIMER CO. 

6585 Santa Monica Bilvd., 
HO 2-6381 

Joseph Westheimer, p 


Hollywood 3%. 


ORIGINAL MUSIC: 


AD-STAFF, INC. 

9122 Sunset Blvd., Hollywood 46, BR 2-2671, 
CR 5-5219 

Helen Henricks, bus mgr. 

AGENCY RECORDING STUDIOS 

20 N. Wacker Dr., Chicago 6, CE 6-3632 

John G. Garamoni. 

BIEVER & STEIN PRODUCTIONS 

527 Madison Ave., N. Y. 22, PL 3-1147 

Curtis Biever, p; Lou Stein, sec-treas. 

JIMMIE CARROLL, INC. 

210 W. SSth St., N. Y¥. 19, CI 6-5967. 

RAY CONNIFF ENTERPRISES 

15022 Ventura Blvd., Sherman Oaks, Calif... 
ST 9-8101 

Charles H. Stern, sis d 

CORONADO PRODUCTIONS, INC. 

444 Madison Ave., N. Y. 22, MU 7-4515. 

CUMMINGS PRODUCTIONS, INC. 

35 W. 53rd St., N. Y. 19, PL 7-6452 

Ralph Waldo Cummings, p; A. Gilbert, off mgr 

PHIL DAVIS MUSICAL ENTERPRISES, INC. 

59 E. 54th St., N. ¥. 22, MU 8-3950 

Phil Davis, p. 

DOLPHIN PRODUCTIONS, INC. 

37 W. S7th St., N. Y. 19, PL 3-5892 

Allan Stanley, p; Roy Ross, creative d. 

FAILLACE PRODUCTIONS, INC. 

59 E. 54th St., N. ¥. 22, EL 5-1752 

E. G. Beitchman, sec. 

CHUCK GOLDSTEIN PRODUCTIONS, INC. 

730 Fifth Ave., N. Y¥. 19, JU 6-7477 

Chuck Goldstein, p; Norman Richards 

GORDON M. DAY PRODUCTIONS 

15 W. 44th St., N. Y. 36, MU 2-5299 

Gordon M. Day. 

HAP MUSIC, INC, 

Suite 1501, 200 W. S7th St, N. Y. 19, 
CI 6-5548 

Robin Page, sls mgr; Howard Plummer, creative d. 

RILEY JACKSON PRODUCTIONS 

6253 Hollywood Blvd., Hollywood 28, HO 
3-2324 

Riley Jackson 

JERRY JEROME PRODUCTIONS, INC. 

1 Saspdragon Lane, Roslyn Hts., N. Y., 
MA 1-4567-54 

Jerry Jerome, vp. 

JOHNSON JINGLES 

53 Greenway South, Forest Hills 75, N. Y., 
BO 8-2822 

Margaret Johnson, Travis Johnson, parts. 

MADISON AVENUE SOUNDS, INC. 

603 Madison Ave., N. Y. 22, PL 5-4030 

Willis H. Schaefer, p. 

RICHARD MALTBY, INC. (MUSIC 
PRODUCTIONS) 

Park Sheraton Hotel, Suite 267, N. Y. 19, 
co 5-0851 

Phyllis Freedlander, vp 

MORRIS MAMORSKY 


56 W. 45th St., N. Y. 36, YU 6-1084 

Tommy Hamm, sls mgr. . 

EDDY MANSON MUSIC PRODUCTION 

c/o Dell Peters, 521 Fifth Ave., N. Y¥. 17, 
MU 7-1750 





Dell Peters, mgr. 
MUSIC MAKERS, INC. 
6 W. S7th St., N. ¥Y. 19, Cl 5-3737 
Mitch Leigh, p. 
ROSS-GAFFNEY, INC. 
45 W. 45th St., N. Y¥. 36, JU 2-3744 
James Gaffney, vp. 
R. T. S. PRODUCTIONS, INC. 
2 W. 46th St., N. ¥. 36, PL 7-9260 
John Gart, p; Roger White, Merrill Staton, aes 
JACK RUSSELL & ASSOC. 
203 N. Wabash Ave., Chicago 1, ST 2-2818 
Jack Russell, p. 
SANDE & GREENE, INC. 
8400 Sunset Blvd., Hollywood 46, OL 6-0300 
Robert L. Sande, p, treas; Larry Greene, exec yp, sec; 
Pat Carson, asst. sec. 
Branch Office: 
55 W. S3rd St., New York 19, JU 6-2388 
WILLIS H. SCHAEFER 
136 E. 55th St., N. Y. 22, PL 5-4030 
Will Schaefer 
SCOTT-TEXTOR PRODUCTIONS, INC, 
333 E. 46th St., N. ¥. 17, YU 6-3850 
Keith Textor, p; Alan Scott, treas. 
RAYMOND SCOTT’S JINGLE WORKSHOP 
140 W. S7th St., N. ¥. 19, PL 7-5685 
Charles Barclay, mgr. 
SIGNATURE MUSIC, 
240 E. 53rd St., N. Y. 22, JU 2-8800 
Hank Sylvern. p; George H. Fried, bus mgr 
WILBUR STREECH PRODUCTIONS, INC. 
135 W. S2nd St., N. ¥. 19, JU 2-3816 
Wilbur J. Streech, p; Jack Atherton, vp & mus d; 
S. J. Hazard, assoc. prod 
ROBERT SWANSON PRODUCTIONS 
689 Fifth Ave., N. Y. 22, MU 8-4855 
Robert Swanson, p; Rolf Johnson, sls 
= 


PROP RENTAL: 


CENTRE FIREARMS CO. (WEAPONS) 

105 W. 48th St., N. Y. 36, Cl 6-7307 

Seidman; Ellenhorn 

CHATEAU THEATRICAL ANIMALS 
(ANIMAL DRAWN) 

608 W. 48th St., CI 6-0520 

Fred E. Birkner, mgr. 

ENCORE STUDIO (FURNITURE) 

410 W. 47th St., N. Y. 36, Cl 6-5237 

EARL HAYS PRESS (PRINTED MATERIAL) 

1121 N. Las Palmas Ave., Hollywood 38, 
HO 6-2495 

William G. Bailey; Kline Lentz. 

HOLLYWOOD FANCY FEATHER CO. 

512 S. Broadway, Los Angeles 13, MA 5-8453 

J. Weinstein, o. 

HOUSE OF 
CURIOS) 

1117 N. Gower St., Hollywood 38, HO 3-3166 

Al Torf, p. 

H. T. SALES CO., INC. (HARDWARE) 

401 W. S3rd St., N. ¥. 19, CO 5-0747 

Henry Todaro. 

HUDKINS STABLES, INC. (HORSE DRAWN) 

7245 Coldwater Canyon, N. Hollywood, 
TR 7-2513 

Clyde Hudkins, p. 

IMITATION FOOD DISPLAY CO. 

197 Waverly Ave., Brooklyn 5, N. Y., TR 5-1268 

M. Inman, o. 

FAT JONES STABLES, INC. (HORSE DRAWN) 

11430 Sherman Way, P. O. Box 272, N. 
Hollywood, PO 5-0795 

Cc. Y. Jones, p; C. Fowler, sec. 

MODERN ARTIFICIAL FLOWERS & DISPLAYS, 
LTD. 





PROPS, INC. (ANTIQUES & 








Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 
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Edward Yunt, Chief Cinematographer at WHAS-TV, the CBS-TV affiliate in Louisville, 
shoots the Kentucky Derby from the top of the grandstand at Churchill Downs. 


“For sure quality on the air—we depend on the clarity 
and definition of Du Pont 931 exclusively” 


Edward Yunt, Chief Cinematographer for award-winning* 
WHAS-TV, Louisville, explains how they get top-quality 
news and sports footage on the air day after day. “Du Pont 
931 Rapid Reversal is the load in all our cameras. That 
way we’re sure of crisp definition and optical clarity day 
or night—indoors or out.” 


WHAS-TV have used Du Pont film since they began 
broadcasting in 1950. They cover the Kentucky Derby 
regularly and film the daily feature race at Churchill 
Downs. “We’re always working against tight deadlines,” 
Mr. Yunt says. “It’s important to be able to step up proc- 
essing in a pinch. We do it without serious loss of detail 
with the super-hardened 931 emulsion.” 


Du Pont films—and complete technical data on them— 
are available through the Du Pont Photo Products Sales 
Offices listed below. 


al PONT 


REG. w 5. pat. OFF 


unt scan some spot 
news footage as it comes from the processing machine at WHAS-TV. They use 
Du Pont 931 Rapid Reversal exclusively, depend on its super-hardened emulsion 
when tight deadlines demand rapid processing. 


* 1958 News Picture of the Year Award—National Press Photographers Association 
1958 and 1959—TV News Leadership Awards—Associated Press, University of Kentucky 


BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 


Atlanta 18, Ga., 1737 Ellsworth Ind. Dr., N.W.; Waltham 54, Mass., 45-4th Ave. (Boston); Chicago 46, Il1., 4560 Touhy Ave., Edgebrook Station; Cleveland 16, Ohie, 
20575 Center Ridge Road; Dallas 7, Texas, 1628 Oak Lawn Ave.; Los Angeles 38, Calif., 7051 Santa Monica Bivd.; New York 11, N. Y., 248 West 18th St.; Wynnewood, Pa., 
308 E. Lancaster Ave. (Phila.); Export, Nemours Bidg., Wilmington 98, Del. In Canada: Du Pont of Canada. Ltd., Toronto. ; 
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Want facts to prove 


TELEVISION BRINGS CUSTOMERS? 





SUON 














Lie 
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Then what you need is a set of the TELEVISION AGE Product Group Success Stories. Nearly 
every type of advertiser is included in this series of authentic case histories of television 
advertisers. Each product group includes from a dozen to 75 detailed descriptions of the 
television campaigns and the successful results obtained by advertisers in that category. 
Product group stories available in reprint form are listed on the order blank below. 





Reader’s Service 


Television Age 


No. Number of copies 
33. Auto Dealers 

44. Bakeries 

42. Banks & Savings Institutions 
26. Beer & Ale 

36. Candy & Confectionery Stores 
22. Coffee Distributors 

31. Cosmetics & Beauty Preparation 
24. Cough & Cold Remedies 

41. Dairies & Dairy Products 

27. Dept. Stores (Ed. of a Giant) 

14. Drugs & Remedies 

43. Drug Stores 

49. Dry Cleaners & Laundries 

18. Electric Power Companies 

25. Electrical Appliances 

17. Farm Implements & Machinery 
46. Furniture & Home Furnishings 
19. Gas Companies 

47. Gasoline & Oil 

50. Groceries & Supermarkets 

10. Hardware & Building Supplies 


SEReeeeeeeeee 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 


1270 Sixth Avenue, New York 20, N. Y. 


No. Number of copies 
45. Home Building & Real Estate 
21. Insurance Companies 

8. Jewelry Stores & Manufacturers 
23. Men’s Clothing Stores 

29. Moving & Storage 
38. Newspapers & Magazines 

9. Nurseries, Seed & Feed 

35. Pet Food & Pet Shops 

40. Pre-fab Housing 

28. Restaurants & Cafeterias 

16. Shoe Stores & Manufacturers 
11. Soft Drink Distributors 

13. Sporting Goods & Toys 

20. Telephone Companies 

48. Television & Radio Receivers 
39. Theatres 

37. Tires & Auto Accessories 
12. Travel, Hotels & Resorts 

32. Weight Control 

34. Women’s Specialty Shops 





Seeeeeeeeeeeee 

















CL) I enclose payment 





Name Position 
Company 

Address 

City Zone State 


(1) Please enter my subscription for TELEVISION AGE, for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 











4357 W. 46th St., 
Gary Filippelli, mgr. 
DON POST STUDIOS (PROTOTYPES) 

SS37 Cleon Ave., N. Hollywood, TR 7-1608 
Don Post. 

SILVESTRI STUDIO (MANNEQUINS) 

968 N. Fermosa Ave., Hollywood 46, OL 4-1616 
Mario J. Silvestri; Roland Silvestri. 

STATE SUPPLY CO. 

34 Stone St., N. ¥. 4, WH 3-0183 

M. Weiner, o. 


SCREENING ROOMS: 


MOVIELAB THEATRE SERVICE, INC. 
619 W. S4th St., N. ¥. 19, JU 6-0360 
Ben Bloom, vp sls. 

PREVIEW THEATRE, INC. 

1600 Broadway, N. Y. 19, Cl 6-0865 
William B. Gullette; Mort Hartung. 
FREDERICK F. WATSON, INC. 

202 E. 44th St., N. YY. 17, MU 
Allan A. Armour, asst to vp. 


N. Y. 36, CO 5-0414 


2-2780 


SET CONSTRUCTION & 
SCENIC SUPPLIES: 


BERGMAN ASSOC, (DEMO PROPS) 

732 Eastern Pkwy., Brooklyn 13, N. Y., SL 
6-0434 

Lester Bergman. 


DAZIANS, INC. (FABRICS) 

142 W. 44th St., N. Y. 36, JU 2-1800 
Filipe Fiocca. 

Branch Office: 

318 S. Robertson Blvd., Los Angeles 48 


Sam Gutterman, mer. 

DUNKEL STUDIO ASSOC., INC. 

637 Greenwich St., N. Y., OR 5-6675 

George Dunkel, sec-treas. 

DONN GREER & ASSOC, 

1518 Crossroads of the World, Hollywood 28, 
HO 6-3688 

Donn Greer. 

M. B. PAUL STUDIOS, INC, 

1008 N. Roxbury Dr., Beverly Hills, BR 2 

M. B. Paul. 

LOU SAMUELSON CO. (FABRICS) 

1037 S. Les Angeles St., Los Angeles 15, RI 9- 
8243 

SCENIC BACKGROUNDS, INC. 

8949 Sunset Blvd., Los Angeles 46, CR 1-7191 

Frank E. Mullen, p 

SILVESTRI STUDIO 

968 N. Formosa Ave., Hollywood 46, OL 4-1616 


-2505 


Mario J. Silvestri; Roland Silvestri 

SHIPPING: 

AIR LAND FREIGHT, INC. 

205 E. 27th St., N. Y., MU 4-0943 

George Feliner, distr mgr 

BEKINS VAN & STORAGE CO. 

1025 N. Highland Ave., Hollywood 38, HO 
9-8181 

Nicholas C. Muskey, mgr 


BRUCE DUNCAN CO. (INTERNATIONAL) 
761% Melrose Ave., Hollywood 46, WE 6-6138 
A. B. Staudt, vp. 


FLEET MESSENGER SERVICE, INC. 


125 W. SOth St., N. Y. 19, LT 1-2121 
David D. Chase, vp. 

REA EXPRESS 

219 E. 42nd St., N. Y. 17, MU 6-7900 


Victor Dell Aquila 

SCHUMER THEATRICAL 
(TRUCKING) 

429 W. S3rd St., N. Y. 

Henry Schumer, p. 


TRANSFER, INC. 


19, CI 6-0021-2-3 


SOUND RECORDING: 


AD-STAFF, INC. 
9122 Sunset Blvd., 
CR 5-5219 


Hollywood 46, BR 2-2671, 








COMPLETE 
SOUND AND RECORDING SERVICE 


TODD-AO 


1021 N. Seward Street 
Hollywood 28, California, HO 3-1136 
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Helen Henricks, bus mgr. 

AGENCY RECORDING STUDIOS 

20 N. Wacker Dr., Chicago 6, CE 6-3632 

John G. Garamoni, o 

A&R RECORDING, INC. 

122 W. 48th St., N. Y. 36, JU 2-1070 

Norman Jensen, studio mgr. 

AUDIO EFFECTS CO. 

1600 N. Western Ave., Les Angeles 27, 
HO 9-3692 

Rod Sutton, Budd Tollefson, parts. 

BOULEVARD RECORDING STUDIOS, INC. 

632 N. Dearborn St., Chicago 10, WH 4-2752 

Hal Kaitehuck. 

BYRON MOTION PICTURES, INC. 

1226 Wisconsin Ave., N.W., Washington 7, 
FE 3-4000 

Byren Roudabousch, p. 

DICK CHARLES RECORDING SERVICE, 

729 Seventh Ave., N. Y. 19, JU 2-7920 

Charles Hopp, bus mgr. 

CINE-MAGNETICS 

202 E. 44th St., N. Y. 17, MU 2-2780 

Allan A. Armour, vp. 

CINEMA RECORDING CO. 

21 W. 46th St., N. ¥. 36, JU 2-4291 

Valen Peters 

CINESOUND CO. 

1037 N. La Brea Ave. Hollywood 38, 
OL 4-3004 

Rose Layos Green, 0. 

FILM RECORDERS 

1515 N. Western, Hollywood 27, HO 9-3163 

R. Newman. 

J. F. FILM AND SOUND SERVICE 

45 W. 45th St., N. Y. 36, CI 6-4030 

Josef Filipowic, p. 

GLEN GLENN SOUND CO. 

6624 Romaine, Hollywood 38, HO 9-7221 

Richard E. Peck 

KOSTER FILM FACILITIES, INC. 

1017 New Jersey Ave., S. E., Washington 3, 
LI 4-4410 

William Koster, p. 

JACK LIEB PRODUCTIONS 

1230 W. Washington Blvd., Chicago 7, CH 
3-2600 

Jack H. Lieb, p; Warren H. Lieb, vp 


NC. 








TV FILM 
PRODUCERS 


Complete services and facilities for 
producing Motion Pictures from 
Shooting Stage to Finished Print. 

* STAGE, approx. 80’ x 100’ 

* RYDER Hollywood Recording 
equipment for Studio & Loca- 
tion 

* RECORDING, RERECORDING, 
MIXING, DUBBING STUDIO 

* TRANSFERS — Magnetic, Opti- 
cal 

and 
PATHES FABULOUS 7-A. The one 
Studio that combines Spaciousness 
and Acoustical design for the best 
in Music Scoring and Recording. 
35 and 16 MM Projection 

* 4”"-%”" Monaural, Stereo, 
Triple Track, 15-30 ips. 
Transcriptions, Dubs, Syne 
Dises, Masters, Pressings. 


* 


*Editing, Remixing. 


PATHE 
SOUND SERVICES, INC. 


{A subsidiary of World Famous PATHE 
LABORATORIES.) 


105 East 106th Street 
New York 29, New York 
EN-9-4040 TR-6-1120 




















NORTHERN MOTION 
TORIES, LTD. 

10 Del Park Ave., Toronto 19, Ont., RU 1-6603 

8S. Clemson, sis mgr. 

OLMSTED SOUND STUDIOS, INC. 

1 E. 54th St. N. Y. 22, PL 1-0890 

Richard B. Olmsted, p; Arthur Shaer, vp. 

PATHE SOUND SERVICES, INC. 

105 E. 106th St., N. Y. 29, EN 9-4040 

Ken Upton, vp & g mer. 

PHOTO-MAGNETIC SOUND STUDIOS, INC. 

3 E. S7th St., N. Y. 22, MU 8-8690 

John Arvonio, studio mgr. 

QUE RECORDING CO. 

6233 Hollywood Bivd., Hollywood 28, 
HO 4-8351 

Normand Houle, p; John Barber, prodn mgr 

RADIO UNIVERSAL RECORDERS 

7000 Santa Monica Blvd., Hollywood, HO 3- 
3282, 9-8282 

Arnold Daly, sls mgr. 


PICTURE LABORA- 





411 FIFTH AVENUE © NEW YORK 16, N. Y. 
Telephone: MUrray Hill 3-7611 


Narration 


Sound | 


Feecording Studios, Inc. | 








REEVES SOUND STUDIOS 

304 E. 44th St., N. ¥Y. 17, OR 9.3550 

411 SOUND RECORDING sSTrUDIO, INC. 

411 Fifth Ave., New York 16, MU 3-761! 

Pat Sullivan, p; Anthony N. Oriolo, g¢ mgr; Joseph 

W. Lipman 

TELESOUND STUDIOS 

6926 Melrose Ave., Hollywood 38, WE 1-8161 

Clarence Thompson, 0. 

TITRA SOUND CORP.-TITRA DUBBING CO., 
INC, 

1600 Broadway, N. Y., PL 7-6681 

Dave Horne, vp. 

TODD-AO 

1021 N. Seward St., Hollywood 38, HO 3-1136 

Fred Hynes, vp. 

TV RECORDERS 

6054 Sunset Bivd., Hollywood 28, HO 9-8201 

Mrs. L. A. Aicholtz 

UNIVERSAL RECORDING CORP. 

46 E. Walton St., Chicago 11, MI 2-6465 

John Brix, prodn sup. 


‘ 
‘ 
‘ 
' 


Music Scoring 


Rerecording Mixing 


3 Dubbing 


3 Complete Transfer Facilities 


A COMPLETE SOUND SERVICE 
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STAGE RENTAL: 


S. W. CALDWELL LTD. 

447 Jarvis St., Toronto, Ont., WA 2-2103 

Sydney Banks, vp prodn. 

CANADIAN FILM INDUSTRIES CO., 

310 Lakeshore Rd., Terento 14, 
CL 5-2351 

Arthur Gottlieb, p. 

KOSTER FILM FACILITIES, INC. 

1017 New Jersey Ave., S. E., 
LI 4-4410 

William Koster, p. 

JACK LIEB PRODUCTIONS 

1230 W. Washington Blvd., 
3-2600 

Jack H. Lieb, p; Warren H. Lieb, vp. 

MAGNA FILM PRODUCTIONS, INC. 

55 Berkeley St., Boston 16, HU 2-5580 

Robert Berman, p; Ad Schneider, vp. 

NELSON STUDIOS, INC, 

1079 Nelson Ave., N. ¥. 52, CY 3-8480 

Vincent Dennerlein, mgr. 

NEW YORK STUDIOS, INC. 

354 W. 45th St., N. Y. 36, PL 7-2271 

J. Lencina. 

FREDERICK K. ROCKETT CO. 

6063 Sunset Blvd., Les Angeles, HO 

F. Stanton Webb, vp. 

DANNY ROUZER STUDIO 

7022 Melrose Ave., Hollywood 38, WE 6-2494 

Danny Rouzer, o. 

RUSSELL-BARTON FILM CO. 

4853 Waller St., Jacksonville 5, Fla., EV 9-0331 

Donald E. Barton. 


LTD. 
Ont., 


Washington 3, 


Chieage 7, CH 


4-3183 


STOCK SHOT LIBRARIES: 


COLOR STOCK LIBRARY 
Monica Blvd., Leos Angeles 46, 


LEM BAILEY 

7934 Santa 
OL 4-8197 

Lem Bailey, g mer. 

ELMER DYER FILM LIBRARY-WORLD WIDE 
FILMS 

711 N. Lajolla 

Elmer Dyer, o. 


Ave., Hollywood, OL 3-5072 












Ghoti. 


Come Meet Us 
And Be Sure 


1500 VARIOUS ANIMALS 
ALWAYS ON FILE 


Call CH 3-2700 
331 W. 18 ST. 
N.Y. 11,N_Y. 











SHERMAN GRINBERG FILM LIBRARIES, INC. 
1438 N. Gower St., Hollywood 28, HO 4-7491 
Sherman Grinberg, p. 


Branch Office: 

245 W. SSth St., N. Y. 

Bernard Chertok, vp. 

ALLAN SANDLER FILM LIBRARIES, IN. 

6926 Melrose Ave., Los Angeles, WE 3-'700, 
WE 1-0309 

Allan Sandler, p. 

STOCK SHOTS, INC. 

333 W. S2nd St., N. Y. 

Maurice H. Zouary, p. 

STOCK SHOTS TO ORDER, INC. 

550 Fifth Ave., N. Y. 36, CI 6-0690 

Raymond Pheelan. 

JOHN G. STRATFORD FLLM CORP. 

250 W. S7th St., N. ¥. 19, JU 6-7390 

John G. Stratford, p. 


19, JU 6-8750 


19, JU 2-6185 


TALENT: 


BRET ADAMS AGCY. (PERFORMER, MODLL) 

24 W. 45th St., N. Y. 36, YU 6-3360 

Bret Adams. 

AIRTIME PROCEDURES, INC. 

6646 Hollywood Blvd., 
HO 6-6011 

J. Stuart Galbraith, p 

ALL-TAME ANIMALS AGCY. 

48 E. S7th St., N. Y. 22, PL 2-5885 

Douglas Gruber, mgr. 

GLORIA ANDERSON (MODEL) 

1435 N. Fairfax Ave. W. 
OL 6-3267 

Gloria Anderson. 

ANIMAL ARTISTS 

248 E. 33rd St., N. Y. 

Howard Finkelstein 

ANIMAL KINGDOM 

3021 Milwaukee Ave., Chicago 18, CA 

Berne Hoffman, o 

ANIMAL TALENT SCOUTS, INC. 

331 W. 18th St., N. Y., CH 3-2700 

Berne D’Essen, exec d 

CHATEAU THEATRICAL ANIMALS 

608 W. 48th St., N. Y. 36, CI 6-0520 

Fred E. Birkner, mgr; Gloria Stoesser 

DAWN ANIMAL AGCY., INC. 

1545 Broadway, Rm 302, N. Y., Jt 

Len Brook. 

JOSEPH C. 

8733 Sunset Blvd., 

Joseph Donohue. 

FORD MODEL AGCY. 

949 Second Ave., N. Y., 


(PAPERW O.tK) 


Hollywood 28, 


Hollywood -16, 


16, MU 9-0552 


7-6410 


DONOHUE 


Hollywood 46, OL 7-1373 


MU 8-8538 


FOSTER-FERGUSON AGCY., INC. 
256 E. 49th St., 
Babs Ferguson. 


Jean Foster; 


GENERAL ARTISTS CORP.—TV DIVISION 
640 Fifth Ave., N. Y. 


vp tv sis 


Herman Rush, 


HOLLYWOOD CASTING AGCY. 
6646 Hollywood Bivd., 
28, HO 1-9308 
Rohert Cochrane, casting d. 
HUDKINS STABLES, INC. 
7245 Coldwater 
‘TR 7-2513 
Clyde Hudkins, p. 
FAT JONES STABLES, INC, 
11.430 Sherman Way, P. O. 
wood, PO 5-0795 
Cc. Y¥. Jones, p; 
VINCENT J-R KEHOE ENTERPRISES 
ONSTRATION) 
78th St., N. 
PEOPLE & PRODUCTIONS, INC. 
16°7 Broadway, N. Y., 


1ms E. 


Marge Kerr, p 


PLAZA FIVE, 
SSth St., 


65 ©. 
Joan Byrne 


RICE McHUGH AGCY. 
59 L. 54th St., N. Y. 22 
Ruth Hakim, ty ec agent. 

JACK RUSSELL & ASSOC, 
203 N. Wabash Ave., Chicago 1, ST 2-2818 


Jack Russell, 

WILLIAM SCHULLER AGCY. (MODEL) 
200 W. S7th St., N. ¥. 19, JU 2-3434 
Monics Stuart, mgr. 

SCHWARTZ-LUSKIN, INC. 

65 E. 55th St., N. Y. 22, PL 3-1529 


Mort Shwartz. 


JACK/JACKIE SHAFTON’S PUPPETMASTERS 


8118 Leekeout Mt. Ave., Hollywood 46, OL 
4-2350 

Jack Shafton, 

PATRICIA STEVENS MODEL & TALENT AGCY. 

22 W. Madison, Chicago, ST 2-9107 

Norman Scucart, tal d. 

CHARLES B. TRANUM, INC. 

603 Madison Ave., N. Y. 22. PL 1-3880 


Charles B 


Cc. 


INC, (MODEL) 


Tranum 








N. Y. 17, PL 2-4740 


19, CI 7-7229 


(MODEL) 
Suite 208, Hollywood 


Canyen, N. Hellywood, 
Box 272, N. Helly- 


Fowler, sec. 
(DEM- 
Y. 21, RE 7-0485 


JU 6-0173 


N. Y. 22, PL 5-5893 


(PERFORMER, MODEL) 
, PL 2-0222 


(CONSULTANT) 











ORLD’S LARGES 


sTOCK FOOTAGE LIBRARY 


Columb.a Picture, Pathe News, 
and many others 


SHERMAN GRINBERG 
FILM LIBRARIES, INC. 


1438 N. Gower St., Hollywood 28, Calif., HO 4-749! 








245 W. 55th St.. New York 19, N. Y. JU 6-8750 


ANIMAL RENTING 
ANIMAL HANDLING 





“The Moose” 


MU 9-0552 


Animale Artists 


Full insurance. Experienced 
animals with handlers. Pho- 
togenic willing Actors and 
Models. 


From an Aardvark to a 
Zebra. From a trick Dog 
to a team of performing 
Elephants. 


248 E. 33rd St., N.Y.C. 








it has been 


our pleasure 
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Marlboro © Leo Burnett Co. 





Chrysler Corp., 





Dodge Div.—B. B. D. & 0. 

































WARD-KEMP AGCY, INC. 
1227 Sixth Ave., N. Y., PL 7-0280 
Tom Ward; Lynn Rosselli. 


TITLES & ART: 


HOWARD A. ANDERSON CO. 

751 N. Fairfax Ave., Les Angeles, OL 3-4880 
Howard Anderson, Jr. ° h 
AETEUR BROWN & ERO, INC. The next issue of the 
2 W. 46th St., N. ¥. 36, CO 5-7100 
William Ejinltorn, sls mgr. 

rd, C&G FILM EFFECTS, INC. 


Tos Television Age 


CINEMA RESEARCH CORP. 

ly- 716 N. LaBrea Ave., Hollywood 38, WE 3-9301 
H. A. Scheib, p. 

COASTAL FILM SERVICE, INC. 


.. $21 W. 44th St., N. ¥. 36, JU 2-7790 Commercial Quarterly 


Manuel Casiano, p; Ray Seti, art d. 
CONSOLIDATED FILM INDUSTRIES 
959 Seward St., Hollywood 38, HO 9-1441, 


2-0881 . . 

Sidney P. Solow, vp & g mgr; Jack M. Goetz, sls. will be published 

THE CRAFTSMAN CO. 

6362 Santa Monica Blvd., Hollywood 38, HO 
9-5594 


Harry C. Reitz, o. 
L) A. I. FRIEDMAN, INC. (MATERIALS) October 16 
25 W. 45th St., N. Y. 36, CI 5-6600 
Tobias Moss, adv mgr. 
F. HILLSBERG, INC. 
18 421 W. 54th St., N. Y. 19, PL 7-1525 
Frank Hillsberg, p. 
HOT PRESS CO. 


$v. Se &, N. Y. 36, CI 5-6350 It will include the 


Nn DAWN ANIMAL AGENCY 


“Professional Animals for All Media” || 
Y. } e . 
1545 BROADWAY JU 2.5729 | | Semi-Annual Directory 


NEW YORK 36, N.Y. OW 9-4789 





Television Age 





of Agency Commercial Producers 





Chateau %s 


=—— THEATRICAL ANIMALS For preferred position 


ANIMAL TALENT FOR 
TV COMMERCIALS | reserve space now 


From A Flea To An Elephant 
From A Goatcart To A 
Stagecoach 


608 W. 48th St., N. Y. 36, N, Y. 


TELEPHONE: Ci 6-0520 
































Johnsons Wax * Needham, Louis & Brorby 


title and 
optical effects by 
cinema research 





Phone WEbster 3-9301 


716 N. LA BREA AVENUE 
HOLLYWOOD 38, CALIF. 






PARAPIC SERVICE CORP., Ho:lywood 
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How to Turn 
a ‘5 Raise into 
a‘L000 Bonus 





WHAT SHOULD HE DO WITH AN EXTRA $5 
He can spend it, of course. But, if he 
buys a $25.00 U.S. Savings Bond 
each month for 40 months with his 
$5 a week raise, he is going to have 
Bonds worth $1,000. 

Wishing won’t turn a $5 a week 
raise into a $1,000 bonus, but 
it’s easy to do. If you take that 
$5 raise and put it into USS. 
Savings Bonds you can buy a 
$25.00 Bond a month (cost 
$18.75) and have money left 
over. If you keep buying one 
of these Bonds a month for 40 
months you'll have your big 
bonus—Bonds worth $1,000 at 
maturity. 


Why U.S. Savings Bonds are 
such a good way to save 


e You can save automatically 
with the Payroll Savings Plan. + 
You now earn 334% interest to 
maturity. - You invest without 
risk under U.S. Government guar- 
antee. - Your money can’t be lost 
or stolen. - You can get your 
money, with interest, anytime 
you want it. - You save more 
than money; you help your Gov- 
ernment pay for peace. + You can 
buy Bondswhere youworkor bank. 


You save more than money 
with U.S. Savings Bonds 


The U.S. Government does not pay for 


this advertising. The Treasury Depart- € 


ment thanks The Advertising Council 
and this magazine for their patriotic 
donation. 
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RAY M. JOHNSON 

6653 Santa Monica Bilvd., Hollywood 38, HO 
5-5445 

Ray M. Johnson. 

K & W FILM SERVICE CORP. 

1657 Broadway, N. Y. 19, CI 5-8080 

Norman Witlen, p; Ralph Koch, vp. 

KNIGHT TITLE SERVICE 

145 W. 45th St., N. ¥. 36, CO 5-2080 

R. B. Knight. 

L&L ANIMATION, INC. 

16 W. 46th St., N. ¥. 36, CI 5-7471 

Larry Lippman; Irv. Levine; Chris Grodewald. 

JOHN LEWIS FILM SERVICE, INC. 

619 W. 54th St., N. ¥. 19, JU 2-3922 

John H. Lewis, p. 

MAZIN-WYCKOFF CO., INC. 

2 W. 46th St., N. ¥. 36, JU 6-2226 

Ed Wyckoff. 

RAY MERCER & CO. 

4241 Normal Ave., Los Angeles 29, NO 3-9331 

Ray Mercer, g part & mer. 

WM, L. NEMETH STUDIOS 

45 W. 45th St., N. Y. 36, CI 7-1676 

Wm. L. Nemeth, o. 

ALBERT PAGANELLI 

21 W. 46th St., N. Y. 36, JU 2-2899 

Albert Paganelli, o. 

QQ TITLES 

247 W. 46th St., N. Y¥. 36, CI 7-2126-7 

Irving Sheib. 

LARRY REYNOLDS 

160 Storer Ave., 
6-8992 

F. A. RUSSO, INC. 

230 Park Ave., N. Y. 17, MU 9-2440 

H. W. Rohifs, vp. 

RUSSO PHOTOGRAPHIC SERVICE 

480 Lexington Ave., N. Y., YU 6-9180 

Neil Cronin, g mgr. 

HAL SEEGER PRODUCTIONS 

48 W. 48th St., N. Y. 36, CI 6-4939 

Richard Ravh, prodn sup. 

SEL ANIMATION, INC. 

75 W. 45th St., N. Y. 36, CI 5-6781 

Lou Marcus, p; Ed Feldman, yp; Stan Beck, treas. 

ALBERT SEMELS STUDIO, INC. 

16S W. 46th St., N. ¥. 36, CI 5-6806 

Albert Semels. 

STAHL EDITING & TITLING SERVICE 

33 W. 42nd St., N. Y. 36, PE 6-9517 

Miss W. B. Stahl. 

STEVEN SCREEN PRINT, INC. 

8163 Melrose Ave., Los Angeles 46, OL 1-2333 

Jim Steven, p. 

STUDIO BLUE PRINT CO. (REPRODUCTION) 

5750 Hollywood Blvd., Los Angeles 28, HO 
2-6405 

Vv. H. Sandel, o. 

STUDIO FILM SERVICE 

7324 Santa Monica Bivd., Hollywood 46, 
HO 4-3658 

Louis DeWitt, p; Robert Kinoshita, yp; 
Urheim, prodn mgr; Jim Liles, plant mar. 

TRI-PIX FILM SERVICE, INC. 

1604 Broadway, N. Y. 19, JU 2-0650 

Guy Varrichio, p. 

WESTHEIMER CO. 

6585 Santa Monica Bilvd., Hollywood 38, HO 
2-6381 

Joseph Westheimer, p. 


VIDEO TAPE SERVICES: 

GENERAL TELEVISION NETWORK 

1280 Fifth Ave., N. Y. 29, EN 9-3000 

R. L. Colten, vp, g¢ mgr. 

Branch Office: 

901 Livernois Ave., 
8-2500 

J. I. Mayer, vp, g mgr. 

GENN-ARMISTEAD TELEVISION 

1041 N. Formosa Ave., Hollywood 46, HO 
7-6181 

Mark Armistead. 

MAGNA FILM PRODUCTIONS, INC. 

55 Berkeley St., Boston 16, HU 2-5580 

Robert Berman, p; Ad Schneider, vp. 

MERIDIAN FILMS LTD. 

1202 Woodbine Ave., Toronto, Ont., OX 8-1628 

Ralph Foster, p; Herbert S. Alport, d fim div; W. A. 

Perry, vp & g mgr; James Leitch, chf eng. 

METROTAPE DIV. OF METROPOLITAN 
BROADCASTING CORP. 

205 E. 67th St., N. Y. 21, LE 5-1000 

1. W. Hicks, optns mer. 

MOBILE VIDEO TAPES, INC. 

1607 N. El Centro, Hollywood, HO 4-7188 

Jack Meyer, vp. 


New Rochelle, N. Y., NE 


Kenneth 


Ferndale 20, Mieh., LI 





NATIONAL BROADCASTING CO., TELESALES 
DEPT. 

30 Rockefeller Plaza, N. Y. 20, CI 7-8300 

Jerry Madden, d. 

NATIONAL VIDEO TAPE PRODUCTIONS, INC. 

36 W. 44th St., N. Y. 36, MU 2-0117 

William Duryea, client serv. 

SKELTON STUDIOS 

1416 N. LaBrea Ave., Hollywood 28, HO 9.2731 

Red Skelton, p; Ed Hillie, g mgr. 

TELE-TAPE PRODUCTIONS, INC. 

434 W. Chicago Ave., Chicago 10, SU 7-4919 

Jim Witte, prod-sls. 

TERMINI VIDEO TAPE SERVICE, INC. 

1440 Broadway, N. Y. 18, PE 6-6323 

Anthony Termini, p. 

UNIT TEN 

1518 Crossroads of the World, Hollywood 28, 
HO 6-3688 

R. M. Vaughan. 

VIDEO RECORDING SALES WNBQ CHICAGO 

Merchandise Mart Plaza, Chicago 54, SU 7-8300 

William W. Huffman, mgr. 

VIDEOTAPE PRODUCTIONS OF NEW YORK, 
INC, 

205 W. S8th St., N. Y. 19, JU 2-3300 

John B. Lanigan, vp, g¢ mgr; Herbert W. Hobler, sls 

mgr; Charles Holen, exec prod. 

VIDEO VIEW DEPT. OF GENERAL FILM 
LABORATORIES 

1546 N. Argyle, Hollywood 28, HO 3-4179 

Bradley Kemp, mer. 

WBBM-TV 

630 N. McClurg Court, Chicago 11, WH 4-6000 

Eugene H. Bohi, d vtr, prod sls. 





Abbreviations 


Abbreviations commonly used in 
this directory: c—commercial; 


chf—chief; chg—in_ charge; 
chmn—chairman; d—director; 
flm—film; g—general; mgr— 


manager; 0o—owner; optns—op- 
erations; p—president; part— 
partner; pgm—program; prod— 
producer ; prodn—production; pr 
—public relations; sls—sales; 
sup — supervisor; tal — talent; 
traff—trafic; vtr—video tape; 
vp—vice president; zn—zone, 





You spent 
$300,000,000 
on chewing gum 
last year! 


More than 9 times as much as you 
gave to fight cancer. 


Shocking? Yes. And here’s another 
shocking fact: in 1961 cancer will 
strike in approximately two out of 
three American homes. 

Chew all the gum you like. 
For every penny you spend for 
chewing gum, give a penny to 
the American Cancer Society. 

In that way, you will be giv- 
ing $300,000,000 to fight cancer 
this year. More than nine times 
as much as last year! 





Fight cancer with a checkup— 
and a check to the American e 
+, Cancer Society. 
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CREATING A NEW IMAGE IN TAPE 
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The standout image in great picture- 
making is Metro-Goldwyn-Mayer’s Leo the 
Lion ... first in motion pictures, television 
and now video tape. All the attractions rep- 
resented by the vast physical and creative 
resources of MGM have now been added to 
the industry’s leading video tape organiza- 
tion, Telestudios. 

More than ever, you can count on the finest 
production on tape—with MGM-TELE- 
STUDIOS. Be sure your next commercial 
is a roaring success—call George Gould and 
his staff of tape experts. 


MGM TELESTUDIOS INC. 


1481 Broadway - New York 36 - LOngacre 3-1122 
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FULL COLOR CIRCLE. The televi- 
sion wheel of fortune has turned full 
circle, and the industry is back to the 
color launching pad that it was on in 
1955. Tv investors with good memo- 
ries will recall the fight between CBS 
and RCA over compatible versus non- 
compatible color, and the rash of set 
makers who brought out color models 
at prices ranging from $650 to $1,- 
100. There was a great deal of hope, 
bright forecasts and prophecies of 
profits. None materialized. Gradually 
every manufacturer but one quit the 
field and that one, RCA, struggled 
valiantly to turn the tide but only suc- 
ceeded in losing enormous amounts 
of money itself. 

One of the sidelight developments 
of that period was the frequency with 
which other manufacturers popped up 
with color tv tubes that were said to 
be either simpler, cheaper or better 
than the RCA tube. Philco had an 
“apple” tube. Paramount Pictures 
had the “chromatic” tube; or the 
“Lawrence” tube. Around the coun- 
try individual scientists were develop- 
ing “single-gun” tubes. But as the set 
makers retired from the field so did 
the color tubes. 

Now the trend is on again. RCA 
earlier this year announced that color 
tv had become, all aspects of its ac- 
tivities included, a $100-million busi- 
ness. Shortly afterwards other set 
makers began returning to the field. 
Zenith Manufacturing, the biggest 
seller of black-and-white sets was the 
first. In early June Philco—without 
mention of its famed apple tube— 
announced it was re-entering the 
field. GE and Westinghouse have in- 
dicated they’re working in the field 
again. 


PARAMOUNT’S TUBE. Even more 
excitement came when Paramount an- 
nounced that it too was back in the 
field with a vastly improved color 
tube, a tube that would permit a set 
maker to produce a set 25 per cent 
or so below the cost of the color sets 
now available. Barney Balaban, presi- 
dent of Paramount, told his stock- 


Wall Street Report 





holders the company was prepared 
for the mass-production stage of color 
tv with the aim of introducing a color 
receiver that would ultimately com- 
pete with black-and-white sets in price 
range. 

Paul Raibourn, the man chiefly re- 
sponsible for pushing Paramount into 
the color field, discussed the present 
situation in detail. Mr. Raibourn con- 
tends there are between 600,000 to 
800,000 color sets on the market, 
compared with 55 million black-and- 
white receivers. According to him, 
public acceptance of color sets is 
lagging far ‘behind the record of 
black-and-white, and he gave the fol- 
lowing reasons for that lag: (1) Not 
enough color telecasts; (2) The color 
picture is not as bright as the black- 
and-white image; (3) Color-set ad- 
justment is out of order too often; 
(4) Color sets are too bulky, and (5) 
too costly by comparison with black- 
and-white. 


PROBLEM SOLUTION. Mr. Rai- 
bourn contends that the chromatic 
tube is the solution to the problem. 
The company was reportedly deluged 
with inquiries from all the other set 
makers following its announcement, 
since they would all like to break the 
hold that RCA has on the market. 
Mr. Raibourn refused to disclose 
which manufacturers were most in- 
terested, but he has stated that three 
different manufacturing and mer- 
chandising organizations were inter- 


ested in the tube even prior to the 


official announcement of its most re- 


cent improvement. 

The contention is that the sets using 
the chromatic tube would initially be 
slightly less than twice the black-and- 
white cost, or about $520. As long as 
production does not exceed 50,000 to 
100,000, that ratio will remain un- 
changed. But should it reach a stage 
where output hits 500,000 per year 
the cost would drop to a point where 
it would be no more than 40 per cent 
more than the black-and-white unit. 
In short, the color set could be sold 
in the range of $350 to $430, as con- 
trasted with $260, the most popular 
price for console sets in the black- 
and-white market. 
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FINANCING AVAILABLE 


We are providing an increasing volume of 
financing for radio and television properties. 
Inquiries are held in the strictest confidence. 


BLACKBURN « Company, Inc. 


RADIO « TV * NEWSPAPER BROKERS 
NEGOTIATIONS « FINANCING « APPRAISALS 


333 N. Michigon Ave. 


ATLANTA 


Clifford 8. Marshall 
Stenley Whitoker 
Robert M. Baird 
Heoley Building 
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Beverly Hills, Colif. | 
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Anonymities (Continued from 39) 


This last was added after an experi- 
ence the agency had with an actor 
who looked perfect in every way for 
a car commercial. But when every- 
one was on location ready to shoot, 
he was considerably less than perfect 
—he didn’t know how to drive. 

All actors, of course, send in photo- 
graphs to the agency casting direc- 
tors, but it is not always easy to gauge 
ability from a picture. At Mogul 
Williams & Saylor, Leslie Dunier, 
vice president in charge of tv and 
radio, and Arnold Walton, commer- 
cial producer, prefer to see prints or 
still films of an actor’s previous work. 

“This way,” said Mr. Dunier, “we 
can see how an actor moves, which 
is just as important as how he looks.” 
He cited the Barney’s Boys Town 
commercials, which depend for their 
effectiveness on the boys putting on 
and taking off coats. In the case of 
children, formal photographs are even 
less help, so while a group of children 
is waiting to audition, Mr. Walton 
and Mr. Dunier take Polaroid shots 








OPEN JULY AND AUGUST 
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of them to catch their more natural 
poses. 

When a commercial calls for a spe- 
cial skill, the casting director’s job 
is further complicated. Parliament 
cigarette commercials, for instance, 
have at different times required polo 
players, deep-sea divers and para- 
troopers. At Lennen & Newell, Martin 
Begley has found it saves time and 
money to hold special auditions when 
a particular talent is required. He has 
done this since a group of models 
signed for a commercial needing skat- 
ers turned out to be not as proficient 
on the ice as they had claimed. For a 
recent Newport cigarette campaign 
Mr. Begley needed not only cigarette 
smokers but excellent swimmers. 
Rather than taking the actors on loca- 
tion after only a studio audition, he 
auditioned them in the pool at Vic 
Tanny’s. 


Search for New Talent 


There is a constant search for new 
talent for commercials, not only to 
bring new faces before the camera, 
but because product conflicts some- 
times cut the supply of available tal- 
ent of a certain type. One of the 
sources of new talent is the off-Broad- 
way theatre, and the casting directors 
are probably second only to the thea- 
tre critics in covering most produc- 
tions. Another good source is tele- 
vision. In the opinion of the 
production staff at Mogul Williams & 
Saylor, keeping track of new com- 
mercials being done and the new faces 
turning up in drama series is the best 
way of finding talent. 

At Compton, Miss Mason has to be 
continually on the lookout for new 
“Ivory babies” because of the obvious 
rapid turnover. One of the most re- 
cent Ivory babies is a has-been at the 
age of five, although as Miss Mason 
pointed out, she now has enough 
money to put herself through college. 
In many Procter & Gamble campaigns 
the theme is realism, which means 
that in some cases non-professionals 
are used. One Ivory Liquid campaign 
called for mother and daughter 
lookalikes, and Compton used real 
mothers and daughters from all over 
the country. 

In casting for various commercials 





what do the casting director and the 
production staff look for? Of course 
it depends upon the product, the 
client’s preferences and the particu- 
lar campaign, but there is general 
agreement that certain characteristics 
and requirements apply to any com- 
mercial problem. Lucille Mason listed 
these as believability, uniqueness, 
commercial sense and theatrical sense. 

Believability is usually considered 
the most important quality. It is the 
sincerity with which an actor can con- 
vey, both through voice and action, 
his enjoyment or approval of the 
product. Believability is also the es- 
sential ingredient in the currently 
prevalent “slice of life” commercials. 
The Comet cleanser “Elm City, 
U.S.A.” campaign exemplifies this 
technique in which the same group 
of people plays the same parts in dif- 
ferent situations supposedly taking 
place in mythical Elm City. Each of 
the characters in these vignettes was 
picked for his ability to approximate 
in appearance and action the average 
everyday person, or P&G’s conception 
of anybody’s next-door neighbor. 


Balance in Approach 


Uniqueness is an unteachable qual- 
ity in an actor, but if he has it, it is 
that talent for making his approach 
to selling the product stand out from 
any other. There must, however, be 
a balance between an unusual ap- 
proach and too much of a good thing 
which could overshadow the star of 
the scene—the product. This was the 
thinking behind Ted Bates’ Ann 
Sorg’s turning down an actor for a 
Belair commercial. In explaining to 
the actor’s agent, she said, “He’s a 
little too offbeat for them—in fact he 
reads sort of like a beatnik. I don’t 
think they’d go for him.” 

Both believability and uniqueness 
must be combined with a commercial 
sense, which is nothing more than the 
actor’s ability to read copy as if he 
understood what the sponsor was say- 
ing. Many of the casting directors 
complain of auditions in which actors, 
asked to repeat in their own words 
what they have just read in the script, 
are unable to do it. 

Most agencies prefer to use actors 
rather than models in commercial 
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assignments mainly because of the 
theatrical know-how they bring to 
their delivery. Although models tech- 
nically become actors when they ap- 
pear on camera, casting directors dif- 
ferentiate between the two on the 
basis of experience. Miss Sorg has 
found summer-stock work to be excel- 
lent experience for commercials, 
mainly because “it prepares them for 
anything.” 


Broadway-Tv Link 


A list of the actors who turn up 
in both commercials and Broadway 
leads would be too numerous to cata- 
logue. Probably more people have 
seen Leora Dana in the AD commer- 
cial than have seen her in Broadway’s 
The Best Man; a greater number have 
watched Jan Miner unpack a bag of 
Goodman’s noodles than have seen 
her from a balcony seat at Decameron. 
Many well-known performers may not 
appear in commercials, but the voices 
of, for example, Kaye Ballard and 
Mike Nichols and Elaine May are 
heard in several animated spots. 

Models are still used, though main- 
ly in commercials for beauty products, 
and some clients, according to Martin 
Begley, always prefer to have their 
product identified with beauty. Evelyn 
Pierce at J. Walter Thompson dis- 
agrees with Mr. Begley about the 
prevalence of models in television 
commercials. 

“In the past,” she said, “we weren’t 
allowed to use actors because the 
client felt that the public couldn’t 
identify with anyone too glamorous. 
Now the agency has more say about 
whom to cast. With more freedom 
and imagination in commercials, the 
client tends to trust us in our choice 
of actors.” Because of this attitude, 
many models, anxious to do tv as well 
as print ads, have begun taking act- 
ing, singing and dancing lessons. 

Some of the biggest and most im- 
portant auditions are those to choose 
a spokesman, especially at the begin- 
ning of a campaign or for the intro- 
duction of a new product. For a big 
account many auditions may be held. 
Recently Ruth Levine, casting direc- 
tor at Benton & Bowles, spent several 
weeks with auditions for Crest tooth- 
paste before signing Ed Reimers as 


a spokesman. 
Occasionally, said Miss Levine, she 


will find a new announcer from 


among those who have worked in 
other cities before coming to New 
York. Although some principals for 


a commercial may be signed without | 
having been in one before, all spokes- | 
men have to have had previous ex- | 
perience. Leslie Dunier expressed the | 


opinion of Mogul Williams & Saylor’s 


production staff: “We have neither | 
the time nor the money to take a risk | 


on an untried spokesman.” 

One of the primary requirements 
for an announcer, according to Mr. 
Dunier, is that he be able to compel 
the viewer to react without irritating 


him. Ruth Levine looks for someone | 


with a voice to match the particular 
product. “You can have a deep caress- 
ing voice for Prell shampoo and an 
authoritative but friendly one for 
Pledge furniture polish, but you can’t 
interchange them.” Besides the voice, 
Miss Levine calls rapport the single 
most important quality in an an- 
nouncer. 


Identification Question 


So-called big-name announcers who 
can become identified with the prod- 
uct are sometimes required, although 
the question of identification depends 
more upon the campaign than the 
product. John Wingate was chosen 
by Mr. Dunier as a spokesman for 
Esquire Shoe Polish when he wanted 
to capture an impression of the news 
value of the brand. Certain spokes- 
men are used for years with the same 
product, such as Nelson Case, Rex 
Marshall, Bob Wright and Bill Ship- 
ley. 

Since the average viewer is not apt 
to be aware of the connection between 
one of these announcers and their 
products, particularly when they are 
not mentioned by name, the pres- 
tige value of the identification is more 
pertinent to the trade than to the 
public. Off-camera duties of the bet- 
ter-known spokesmen and women in- 
clude acting as a public-relations man 
and merchandiser at sponsors’ sales 
meetings and conventions, function- 
ing as a master of ceremonies and 
also making sales training films for 
the company. 
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Lee M. Rich, vice president in charge of media and 
programming 
Lee Currlin, manager, media department 


General Foods Group: 

Bern Kanner, asssociate media director 

Roger Clapp, assistant media director 

Dick Gershon, assistant media director 

Media buyers: 

Stuart Hinkle—Gravy Tarin, Gaines Meal, 
Burger bits 

Grace Porterfield—Instant Maxwell House coffee 

Alan Yoblon—Yuban coffee 

George Simko—Post cereals 

Tom Peschel—Birds Eye Instant baby food, institu- 
tional products 

Staff Assistants: 

Robert Previdi—Instant Maxwell House coffee 

Steve Silver—Yuban coffee 

Jack Mitcham—Post cereals 

Pat Shannon—Yuban Instant coffee 

Sam Spilo—Gravy Train, Gaines Meal, Bits, Burgers 
canned meat, Post cereals 

Robert Wilson—Instant Maxwell House coffee 

Jerry Koffler—Yuban 

Frank Dewey—Yuban ground coffee 


Procter & Gamble Group: 


Rudy Maffei, associate media director 
Paul Roth, assistant media director 
Ed Green, assistant media director 
Media Buyers: 
James Courtney—Zest 
Bob Friedlander—P&G Canada: Tide, Crest, Fluffo, 
Ivory Snow 
Merrill Grant—Crest 
Bern Shlossman—Tide 
Irving Adelsberg—Liquid Prell 
Larry Colen—Charmin, Prell Concentrate 
Joel Segal—Whirl, Ivory Snow 


Media Department: Benton & Bowles, Inc. 





Staff Assistants: 
Barrett Alley—Tide 
Paul Halpern—Zest 
Tony Franklin—P&G Canada 
Ken Keoughan—Crest 
Bob Jones—Whirl, Ivory Snow 
Charles Kahao—Crest 
John Pearson—Tide 
Diversified Products Group I: 
Milton Kiebler, associate media director 
John Collins, assistant media director 
Media Buyers: 
Clay Briggs—Florida Citrus, Semete Solvay, Pream 
Joseph McCarthy—Norwich Pharmacal 
Stan Kreiser—S. C. Johnson 
Bob Silberberg—Avco, Chemical Bank New York 
Trust Co., Savings Bank Association of the State 
of New York, Benton & Bowles House 
Staff Assistants: 
Brian Barry—S. C. Johnson 
William Watterson—Norwich Pharmacal 
Bill Brett—Assistant-at-large: Pream, Florida Citrus, 
Chemical Bank New York Trust Co. 
Diversified Products Group II: 
Dave Wedeck, associate media director 
Sam Haven, assistant media director 
Media Buyers: 
Tom Facone—American Express, Railway Express, 
Western Union 
Thomas McCabe—ASR Blades, Shulton Technique, 
Shulton Desert Dry 
Walter Reichel—Mutual of Omaha, Pepperell, Asso- 
ciation of American Railroads, International 
Business Machines 
Jim Thompson—Parliament 
Staff Assistants: 
John Choate—American Express, Railway Express, 
Western Union, Shulton Desert Dry 
Gerald Noonan—Parliament 
Malcolm Gordon—Parliament 














B&B (Continued from page 43) 


media directors consider not only 
difficult but futile. 

“The programming group selects 
the show, the media department 
places it,” the 36-year-old media man- 
ager said. “The two areas—with this 
close association—should be able to 
come together with all the pros and 
cons of a campaign and iron out any 
differences.” 

What actually constitutes “B&B 
thinking” and the agency’s accounts 
and personnel involved is veiled out- 
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side its portals. However, as does its 
major client, P&G, Benton & Bowles 
believes in carefully training its men 
the company way. The agency goes 
out after business graduates (MBA) 
through campus visits. It also takes 
some college undergraduates — who 
come to the agency—for the training 
program. The recruiters feel they 
can detect the makings of a good 
B&B media man in the “embryonic 
stages.” The agency sets “high quali- 
fications” for eligibility. As media 
analysis group and trainee manager 
Art Heller puts it, “We like to see our 


men grow—see their potential de- 
velop with our training.” 

What exactly does B&B want from 
a media man? William Sharon, man- 
ager, personnel administration, says: 
“He must be bright and be able to 
think clearly and logically—the kind 
of man who looks beyond the figures 
and continually asks ‘what do they 
mean?’ and ‘what is their relation- 
ship to other factors which must be 
considered in arriving at a conclu- 
sion?’ He therefore must be an ana- 
lytical man—aggressive but in a con- 


trolled fashion. He will be forced 
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Melvin B. Wright has been elected 
president of the Skyline Television 
Network. Previously he was general 
manager of the five-station network. 





to choose between alternatives which 
are not always completely supported 
by tangible evidence. In a word, he 
must have guts.” 

The trainees are split into Group A 
(MBA’s) and Group B (undergradu- 
ates). Schools and graduates toward 
which the agency, like P&G, leans are 
the eastern Ivy League ones. 

Meeting once a week for six 
months—on their own time, general- 
ly during lunch or after five—the 
men start training by naming a hypo- 
thetical product. This entails such 
brainwork as deciding whether a 
product gets a new or corporate name 
and then fortifying the choice with 
reasons. Mr. Heller defines this 
period as “the get-them-on-their-feet 
time.” 

Trainee Projects 


Then the trainees start on group 
projects, mainly for practical reasons. 
For their mythical products they 
establish a budget, prepare marketing 
and media strategy, and work out the 
media plans and decide on test mar- 
kets. Before the men make their pre- 
sentation to the “client” (generally 
represented by a trainee group or one 
of the agency’s executives) they must 
figure out and answer themselves any 
of the questions that clients might 
ask. “It’s easy to work up plans,” 
Mr. Heller stated, “but logical spon- 
taneous defense of your views to the 
client is most important. Our objec- 
tive is to teach the men to figure out 
those questions a client may have and 
to know the answers before meeting 


up with him.” 

The program allows outside guests 
to “work out” the men—a print sales- 
man may challenge a buyer-trainee 
on the merits of his television buy in 
comparison to those of print. 

An offshoot of the department is 
the executive planning group com- 
posed of Messrs. Rich and Currlin 
and the associate media directors. 
The unit, in short, operates as a 
roundtable for media and client prob- 
lems and developments. The men seek 
out the new trends in media and. mar- 
keting. 

The agency, heavy with package 
goods accounts, tends more toward 
servicing with media. The creative 
group works around the media plans, 
rather than the media department 
operating only after the creative de- 
partment sets up the art and copy. 





Mortgagee (Continued from 44) 


plus differences throughout every 
hour of the day. 

“You can’t single out kids as the 
sole factor contributing to the view- 


ing increases,” said a research execu- | 


tive at the advertising representative. 
“Admittedly, they play a part, but 
there are other reasons—many home- 
owners are in the suburbs, for exam- 
ple, and don’t get into town to attend 
a show or club; commuters are often 
too tired once they get home after a 
day at the office to go out, so they 
watch television. Again, renters with- 
out children often means both hus- 
band and wife are working during 
the day, so their viewing is going to 
be minimal.” 

The TvAR survey—the fourth in a 
continuing series that has taken a 


look in past editions at young 


mothers, age groups and pet owners | 


—is aimed at a number of advertisers 
who have concentrated previously 
upon magazines such as Better Homes 
& Gardens and House Beautiful. 

“There’s no reason,” said the TvAR 
researcher, “for these firms to think 
(as many do) that television has too 
large a waste audience for their ad- 
vertising. By judicious selection of 
time periods, they could find spot tv 
—or network, for that matter—doing 
a great job for them.” 


Dixon (Continued from page 37) 





to take that into account.” In the 
bluntness of the warning, and in 
ready use of the license-revocation 
threat, Mr. Dixon again resembled 
his counterpart at the Federal Com- 
munications Commission. 

How will advertisers and their 
agencies cope with this regulation- 
minded regulator, especially in those 
areas which are necessarily subjec- 
tive? What, in view of the dearth 
of guidelines, should be the guide for 
the creators and producers of adver- 
tising ? 

As in the past, two essentials, also 
general in nature, must be kept in 
mind: copy must be legitimate and 
claims truthful, and product X must 
get a fair shake. The main concern 
around the hallowed halls of the 
FTC, the oldest of the regulatory 
agencies, is Truth, an abstraction 
that has been debated over since time 
began. It looks as though adver- 
tisers and agencies will be debating 
that subject with the FTC at some 
length in the years to come. 
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DRYDEN-EAST 


HOTEL 


39th St., East of Lexington Ave. 
NEW YORK 


Salon-size rooms « Terraces ¢ New 
appointments, newly decorated « 
New 21” color TV * FM radio « New 
controlled air conditioning « New 
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Cherry-Red (Continued from 41) 


lustrate various parts of the project. 
The first major sequence presents the 
capsule itself, the controls and the 
construction which protects its oc- 
cupant. 

Following this section, the ani- 
mated film cuts back to a launching 
which demonstrates how the various 
stages of the missile separate and how 
the escape tower drops away. In all 
of these cels and those that later show 
the capsule coming down, the ani- 
mators subtly shift the angle of refer- 
ence from a ground observer's point 
of view to a slight lead of the vehicle 
as it goes into orbit. If not carefully 
handled, such transitions might give 
the effect of the missile doing a 
U-turn and crashing back down upon 
the observer (or viewer). 

As noted earlier, Jason Robards Jr. 
narrates the animated portions of the 
film. 


for the live-action footage. 


Another narrator takes over 


As the capsule goes successfully 
into orbit, Mr. Robards explains the 
gathering rate of speed, which is rep- 
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resented by red dots, each represent- 
ing 1,000 miles an hour. The dots 
‘accumulate on the screen, finally 
completely obscuring the picture. The 
picture then goes to white, and words 
are seen being typed rapidly: “The 
Mercury capsule is now successfully 
in orbit.” A match dissolve to a bul- 
letin accomplishes the bridge into 
live action. 

The exact content of the live-action 
part of the film has not yet been defi- 
nitely fixed. In any case, it will al- 
ways be possible to update it with new 
footage as the space frontier is won. 
At present, the footage will certainly 
include some scenes of the astronauts’ 
training and part of Alan Shephard’s 
flight down the Atlantic range. 

Although NASA has been silent on 
the subject, the decision on what live 
footage to use may be suspended until 
late in July. There has been specula- 
tion that either astronaut John Glenn 
or Virgil Grissom will repeat Com- 
mander Shepard’s flight downrange 
during the third week of the month. 
If such a shot does take place, inci- 
dentally, 


television coverage will 


again be on pool arrangement. But 
this time CBS will probably handle 
the pool, and the amount of equip- 
ment and technicians on hand at Cape 
Canaveral will be cut almost in half. 


Better Understanding 


The costs of covering the Shepard 
shoot in May rose to an estimated 
$600,000, and there were many un- 
necessary complications concerning 
the coverage, as was reported in this 
magazine a month ago (Newsfront, 
TV AGE, May 29). One of the main 
network complaints was the censor- 
ship which prevented them from pro- 
moting their coverage of the launch 
in advance. But Bob Wussle’, special 
projects manager for CBS News, who 
coordinated MR3 for CBS, believes 
that many of the problems between 
NASA and the networks have been 
smoothed out and that a better under- 
standing exists. 

If and when the next launch takes 
place, Mr. Wussler is hopeful that the 
networks will be able to notify the 
public upwards of a week in advance. 
That NASA is fully aware of the need 
of educating the public in advance to 








the how, when and the why of future 
clearly shown by 
NASA’s preparation of the Project 
Mercury Man Into Space film. 
Officials of NASA point out that 


the present film was under considera- 


launchings is 


tion for many months prior to Com- 
mander Shepard’s successful flight. 
Therefore, that and any 
future space successes leading up to 
the orbital flight are thought of as 
“bonuses.” 


success 


The transition from the live-action 
section of the film back into anima- 
tion is as subtle as the transition into 
the live action. Tentative plans call 
for a live scene of the operations 
room with the capsule theoretically in 
orbit. On a tracking screen appear 
the words: “Between Hawaii and 
California, the retrorockets fire.” 


Symbolic Fireworks 


With that, a symbolic burst of fire- 
works appears on the screen, the 
viewer is switched back to the capsule 
in orbit and the voice of actor 
Robards to follow the descent. 

When the capsule strikes the water, 
the film again dissolves to one*of the 
astronauts, standing before his cap- 
sule. Finally, the narrator explains 
the next grand slam in man’s explora- 
tion of space: Project Apollo, in 
which three astronauts will be shot 
to the moon by the 375-foot high, 1.5- 
million - pound - thrust Nova rocket. 
That feat, incidentally, will be amaz- 
ingly like the one described by Jules 
Verne in A Trip to the Moon. 

The film will be distributed to tele- 
vision for prime-time viewing free of 
charge, possibly by Modern Talking 
Picture Service, which handled pre- 
vious NASA films called Echo and 
Time and Space. The project, which, 
as producer Hemmig points out, costs 
“more than a modicum of taxpayer 
money,” is expected to get a broad 
airing and a critical eying. After all, 
it’s the first time a space agency ever 
took pictures of a flight in progress 
before the countdown was 
started. 

Again, this bold film should dem- 
onstrate to the world that the United 
States is willing to take its chances 
in the space race in the full glare of 
world publicity. 
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In the picture 


Kenneth McAllister, former senior vice president of Benton & Bowles, Inc., assumed 
the position of vice president-advertising of Thomas J. Lipton, Inc., on June 19. He had 
been a director and management supervisor at B&B since 1955. At Lipton he will be re- 
sponsible for all advertising, sales promotion and brand management and will report 
directly to W. Gardner Barker, Lipton’s president. Prior to joining Benton & Bowles six 
years ago Mr. McAllister was a vice president and secretary of the plans board at 
Sullivan, Stauffer, Colwell & Bayles, Inc. He has also been an advertising, promotion, 
merchandising and publicity executive at Columbia Records, and previous to that asso- 
ciation he was sales promotion manager for wcy Radio Schenectady in 1940. He is a 
B.S. graduate of Rutgers University and a member of Phi Beta Kappa and Tau Beta Pi. 





Richard K. Jones has become vice president of the Ralph H. Jones agency in Cin- 
cinnati. He originally joined the organization founded by his father, the late Ralph H. Jones, 
in 1945, two years after Mr. Jones senior had retired from ownership of the company. 
Dick Jones began as a copywriter and served successively as space buyer, print media direc- 
tor and account executive until February of 1954, when he left the agency to become a 
member of the management committee of the Crosley Broadcasting Corp., with the re- 
sponsibilities of director of the client service department. Functions for Crosley under 
his direction included research, sales service, the merchandising field force, art depart- 
ment, audience promotion, sales promotion and client reporting. He was with Crosley for 
more than two years, returning to his father’s firm in October 1956. 
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and management account supervisor. 





George Oswald, a senior vice president and coordinator of the Geyer, Morey, Mad- 
den & Ballard, Inc., regional offices in Chicago, Racine, Los Angeles, Omaha and Port- 
land, Ore., has been elected a director of the agency, it has been announced by Sylvester 
M. Morey, chairman of the board. Mr. Oswald joined GMM&B in February of this year, 
shortly before Western Advertising Agency, Inc., of Chicago and Racine, merged with 
the New York firm to become its western division, substantially expanding the company’s 
midwest service facilities for national and regional advertisers. Mr. Oswald had previously 
been a vice president at Kenyon & Eckhardt, Inc., serving for nine years as director of its 
regional offices and as a supervisor of a number of national accounts. His earlier agency 
associations included William Esty Co., Cecil & Presbrey and J. Stirling Getchell. 





Aaron Beckwith (|.) and Delbert O. Fuller Jr. (r.) have 
been elected vice presidents of BBDO. Mr. Beckwith, a television 
account supervisor at the agency, joined it in March 1959 follow- 
ing a stint as program sales manager for ABC-TV. Previously he 
was vice president in charge of New York film activities for Music 
Corp. of America. Mr. Fuller came to BBDO in 1957 as an 
account executive and was named a group head last year. He 
had formerly been with General Foods Corp. as a product man- 
ager and with Standard Brands as an assistant product manager. 
Both men are married, and each has two children. 








Dr. Herbert E. Krugman (I.) has joined Ted Bates & Co. 
as a vice president and associate research director, and L. E. 
Miller (r.) has gone with the agency as a vice president and 
account supervisor. Dr. Krugman had been with Raymond Loewy, 
William Snaith, Inc., as vice president, research, since 1959. 
Before that he was manager of the survey division of Richardson, 
Bellows, Henry & Co. Mr. Miller had been a vice president and 
account supervisor with J. M. Mathes, Inc., since 1959. Prior to 
that he was with Lennen & Newell, Inc., as a senior vice president 
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The case hasn’t reached the divorce 
courts yet, but we can easily under- 
stand why one network executive— 
always visibly. upset while the fall 
schedules are being blocked out— 
took a swing at his wife last week 
because she was criticizing his weight 
problem. This, of course, was nothing 
he'd been tending to fat for 
some time. But it seems she referred 
to his stomach as a vast waistland. . . . 


new: 


* * * 


In a recent story on the trend to 
60-minute programs next season, TV 
Guide annotated that “obviously it’s 
more difficult to find the right time 
period for an hour show in the 
three prime-time evening hours”—a 
thought which was enlarged upon 
with remarkable perspicacity by a 
network executive who shall here be 
nameless. “You can fit six half-hour 
shows into those three hours, but only 
three hour shows,” quoth he. 

Or 12 quarter-hour shows, 36 five- 
minute Popeyes, 180 minute spots and 
1,080 ID’s, if you want to be tech- 
nical about it. 


* ” + 


A Plea for Non-partisanship on the 
Air Waves, or, Why Slur the Presi- 
dent Needlessly : 

A local New York station, in its 
fine morning news show was describ- 
ing recently the triumphant European 
tour of the Kennedys. It was a model 
of objective reporting, we thought, 
until the announcer went on to note 
that the crowds seemed to like the 
young President “and his young and 
better-looking wife.” Than whom, we 
wondered, thinking of Mrs. K. and 
the possibility of another internation- 
al incident. The newscast 
peated 20 minutes later, the same 
phrase cropped up, and we finally 
knew what the commentator was try- 
ing to say: Jack isn’t as good-looking 
as Jackie. 


was re- 


We liked the following item which 
came off the wires of the Associated 
Press this spring: 

“Secretary of State Dean Rusk and 


THE LIGHTER SIDE In camera 









other high State Department officials 
spoke today at a foreign-policy brief- 
ing for broadcasters of the country. 
President Kennedy will address the 
group tomorrow. 

“Under the rules set forth for the 
conference nothing said by officials 
can be quoted directly or attributed 
to them by name. It can be used only 
through such means as statements of 
what is ‘understood’ to be official 
views or attitude. . 

“The current briefing 
was orginially slated to be ‘on the 
record, allowing direct quotes on 
anything said by officials. It is under- 
stood that Mr. Rusk had a hand in 
the last-minute change in policy. His 
view, it is understood, was that the 


conference 


restriction would encourage officials 
to speak more freely.” 
All right already, it’s understood. 


* * * 


Bell Television, Inc., recently in- 
vited this office to attend a preview 
showing of something called “Watch- 
dog Tv,” a revolutionary electronic 
safety system developed to combat 
apartment-house crime. We turned 
the invitation down, noting that in 
our regular viewing hours we watch 


enough dogs. 
* * x 


An inquisitive bank teller, obvious- 
ly interested in the public-affairs side 
of television, asked recently—as he 
cashed a check made out to this 
magazine's publisher, Television Edi- 
torial Corp.—if we were “the fellows 
who write those editorials I hear on 
the set now and then.” 

We liad to admit we weren’t, but it 
gave us an idea for a new service— 
the production and syndication of 
“open end” editorials attacking in 
vague and general terms such evils 
as local water pollution, traffic con- 
gestion, drug addiction and so forth. 
The enterprising station could fill in 
the blanks with its own call letters 
and market name—and maybe win a 
few awards. 

Hmmm. . 
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TAKING THE REWIND BREAK 
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(or the Pause that Refurbishes) 


Once a month there’s silence on the set, when General Film’s 
newsy REWIND arrives in the mail... 

REWIND is rich in expert, up-to-date articles about equip- 
ment, new techniques, processing methods, jobs, confer- 
ences, conventions and other information vital to film 
production. 

To subscribe to REWIND simply send in your request and 
state your type of work. It’s distributed free of charge by 
General Film Laboratories, where unique service to the 
industry has made General the undisputed leader in the 
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HOW TO 

BACK A WINNER: 
SIGNAL HILL 
STYLE! 


Our Kansas City Athletics might 
be in the American League second 
division, but to Heartlanders 
they’re first place all the way. 


This interest in baseball is one 
reason why the WDAF broadcasts 
and telecasts of Athletics games 
are solid winners. Another im- 
portant factor is the promotional 
coal the Signal Hill Stations pour 
to this fire. (See cut). The “Kunnel” 
and his nine blessed Southern 
chaps are almost as well known in 
the Heartland as Frank Lane. 


eget 4 
firt 4 


“i's, 


Signal Hill audience promotion 
doesn’t start or stop with baseball. 
Every program automatically gets 
the full treatment. Perhaps that’s 
why there are so many winners on 
WDAF-TV and Radio. Ask your Petry 
man how these audience winning 
programs can pay off for you. 
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